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View of part of Safeway's Lo 

Angeles creamery, showin 
some of the Tri-Clover Weld- 7 
ing Fittings, Plug Valves, and 
Bevel Seat Fittings installed 
in this modern plant. 4 


SAFEWAY STORES’ MODERN CREAMERY 
utilizes TRI-CLOVER WELDING FITTINGS and VALVES 


we Safeway Stores have long been known for 
modern self-service retailing and efficient 
operations. In keeping with these progressive 
methods, their modern creamery in Los An- 
geles, California, was carefully designed for 
“streamlined”’ processing. 

As part of its flow design, Safeway installed 
numerous butt welded stainless steel liquid 
lines where Tri-Clover ““TRI-WELD” welding 
fittings were used, together with Tri-Clover 
Plug Valves for directional control in this plant. 


IN CANADA: Brantford, Ontario 


EXPORT DEPT.: 8 So. Michigan Avenue Chicago, U.S.A. 


Welding on these lines was done right on the 
job, with newly developed welding machines. 

This is another good example of the way in 
which Tri-Clover fittings and valves ‘‘keep 
pace” with modern processing methods that 
are being developed by the country’s leading 
dairy and food plants. Let our engineering de- 
partment help plan your next processing or 
“C-I-P”’ installation. 


See your nearest Tri-Clover Distributor. 


LADISEH CO. 


Um 8=6Taé-Clouer Division 


Kenosha Wisconsin 
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Boost your sales with 






EZE Pineapple-Orange Drink 


This Unusual, Delicious 
drink is made from a blend 
of pure Hawaiian pineapple 
juice and concentrated 
California orange juice. 

As profitable to 

you as an 


orange drink 


Pe ] My EZE-Orange Base 


j EZE Lemon-Lime 
ot | EZE Pineapple-Orange 
Pe EZE-Grape Base 
= 
if EZE Punch Base 


ia (Imitation Grape) 


ie —— EZE Fruit Punch Base 


FASTEST SELLING DAIRY FRUIT DRINKS IN AMERICA! 
Mail this Coupon today 


Ld Please send free samples and facts on 


& y - oO fa AN i t EZE PINEAPPLE-ORANGE Drink and profitable promotions. ; 
— 


Name 


wean COMPANY. inc. eo 


Street 


FRANKLIN & ERIE STREETS, CHICAGO 10, ILLINOIS City State 
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FOUR MODELS AVAILABLE 


Besides the Model 340 described to the right, there 
are three other models available. Economy Model 
340-2 with its 12% gal. cone-shaped hopper and 
fixed speed of 40 cups per minute plus two “direct- 
fill” versions round out the series. 











f) 4 

COTTAGE 

CHEESE 

SNACK DIPS 

WHIPPED BUTTER 
SOUR CREAM, ETC. 





New ... economical . . . versatile, Anderson’s 
Model 340 fills and caps all types of nesting-round cups 
with a wide variety of dairy products... including 
large or small curd cottage cheese, sour cream, snack 
dips, whipped butter, etc. Also easily handles potato 
salads, chop suey, cooked beans, gelatins, chicken 
salads, and countless other food products. age 


Model 340 fills at high speed without damage to the 2 
foods being packaged. Its variable speed drive allows 

filling up to 60 cups per minute. Handles cup sizes 
from 8 oz to 32 oz. A large, smooth-operating filling 
valve assures you an easy, even flow without product 
breakdown .. . positive cut-off reduces costly waste and 
accurately produces the required fill. 


Model 340 incorporates a 20-gal. capacity, all-welded, 
stainless steel hopper. Cup size changeovers are 
quickly and easily made without tools . . . in a matter 
of seconds. Casters have been provided for convenient 
portability .. . levelling legs for stability. And 
Model 340 meets or surpasses sanitary requirements 
in all areas. 


Write for Full Particulars, Including Price and Delivery 


ANDERSON BROS. MFG. CO., Rockford, Illinois 
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NEW tower cose 
NEW oit Burner 
NEW cas Burner 
NEW Compactness 
NEW tower Fuel Costs 
NEW ower Maintenance 


Costs 
ad More Convenient Controls 


--- OLD AMES DEPENDABILITY 


The INJEW) Model AA AMESTEAM GENERATOR 
offers the ultimate in steam generating efficiency and 
reliability. 


The NEW). designed low pressure air atomizing oil 
burner will cleanly and uniformly burn all commercial grades 
of oil — #4 with little or no preheat — for more efficient, 
economical firing. Since electric pumping and preheat loads 
are lower, power costs are greatly reduced. For gas firing the 
hy EO ring type burner provides a more uniform flame 
pattern for cleaner, more efficient combustion. 


AMES works, 


OSWEGO, NEW YORK 





ESTEAM 


GENERATOR 
MODEL AA 


All Model AA AMESTEAM GENERATORS are designed 
to operate at top efficiency over a modulation range of 20% 
to 100% of rating. 


The Model AA incorporates Ames’ time-proven 3-pass con- 
centric tube design, single one-piece baffle and one-piece flue 
covers. Easier access is provided for inspection and servicing. 
The tee ultra-compact design simplifies positioning 
and installation. All units are factory-assembled and fire-tested. 


Before you buy a package boiler get the facts on the all 
ve EW Model AA AMESTEAM GENERATOR. 





AMES IRON WORKS, INC., Box 2-20, Oswego, N. Y. 


Please send me full details on the ag EW AMESTEAM 
GENERATOR Model AA Package Boiler. 


NAME & TITLE — 





COMPANY 





ADDRESS _ 
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HAYNES (eT Toe 


with the NEW 
*CUSHION GRIP HANDLES 


promote 
Dairy Product Sales 








13 STOCK SIZES U.S.P. LIQUID PETROLATUM SPRAY Ad 























FOR 
WS.P. UNITED STATES PHARMACEUTICAL STANDARDS - 
GLASS & PAPER MILK CONTAINERS 
SANITARY — PURE This Gine Mist-like AKYNES-SPRAY 
Model Sue preny yh ODORLESS —TASTELESS should be used te lubricate 
s| a —— a NON-TOXIC SANITARY VALVES 
45 Qt. Gi Botti 1 . HOMOGENIZER PISTONS — RINGS 
nt. z erie Ma 717 CONTAINS NO ANIMAL OR VEGETABLE SANITARY SEALS & PARTS 
6S |6 Sq. Qt. Glass Bottles 6 6 Ibs FATS. ABSOLUTELY NEUTRAL. WILL CAPPER SLIDES & PARTS 
POSITIVE PUMP PARTS 
8s 8 Sq. Qt. Gloss Bottles 6 7% Ibs NOT TURN RANCID — CONTAMINATE GLASS & PAPER FILLING 
OR TAINT WHEN IN CONTACT WITH MACHINE PARTS 
io aR 4 Rd. Qt. Glass Bottles 10 8 Ibs FOOD PRODUCTS. and for ALL OTHER SANITARY MACHINE 
PARTS which are cleaned daily. 
LIGHT WEIGHT 2-Y_ SR| 2 Sq. or Rd. 1/7 Gal. Glass Bottles 10 7 Ibs 





ervunev THE MODERN HAYNES-SPRAY METHOD OF LUBRICATION CONFORMS WITH 
4-Y_ SR} 4 Sq. or Rd. 2 Gal. Glass Bottles 6 7% Ibs. 
a au wees [ee = THE MILK ORDINANCE AND CODE RECOMMENDED 























10 7 Ibs 
ago a 4-%,0)4 Oblong 2 Gal. Glass Bottles 6 7%, \bs. BY THE U. S. PUBLIC HEALTH SERVICE ak, 
EASY TO CARRY | 4? |4 Sa. Qt. Paper Cartons 15 | 8% Ibs The Haynes-Spray eliminates the danger of con- 
RUST PROOF 6 P | 6 Sq. Qt. Paper Cartons 10 18% tbs Heupr tamination which is possible by old fashioned 
cnn sanaetee 8P |8 Sq. Qt. Poper Cartons 8 9% Ibs Spra4 lubricating methods. Spreading lubricants by the 
guenennien 2% p|2 Sa. Vy Gol. Paper Cartons 1s |e% tbs rah P. OMY 5 use of the finger method may entirely destroy 
o% 614 Se. % Gol. Cenes Goma P ° tn previous bactericidal treatment of equipment. 




















TEVA SEU LUZ GAULT) (CMG OMIM | Scour mnaume THE HAYNES MANUFACTURING CO. 


: IN HOME & INDUSTRY 4180 Lorain Avenue + Cleveland 13, Ohio 
4180 Lorain Avenue . Cleveland 13, Ohio cea UATE TL unnieen thiiniiiaieen tinenimeiiie sean cians cemiaien 
Write No. 


SHIPPING WEIGHT —7 LBS. — # -SUAP-TITE NEOPRENE GASKETS + NEOPRENE COVERED WRENCHES + “SLIP” CHAIN LUBRICANT 
Write No. 7b on Reader Service Card 


HAYNES SNAP-|I'TE GASKETS 


“FORM-FIT” WIDE FLANGE 
HUGS STANDARD BEVEL 
SEAT FITTINGS 


ra) 










7e on Reader Service Card 















MOLDED TO 
PRECISION STANDARDS 


QR 


A SANITARY PLASTIC TYPE 
SOLID FILM LUBRICANT 
FORMULATED FROM USP. LIQUID PETROLATUM 

AND OTHER APPROVED INGREDIENTS 


( Lateratorg Contralied) 


SANITARY + NON-TOXIC 
ODORLESS + TASTELESS 


kF 






DURABLE 








= 












ee PHARMACEUTICALLY ACCEPTABLE OQ GLOSSY SURFACE 
eo PATENTED 
5S Por Mes 2.427.998 G 
CONTAINS NO ANIMAL OR VEGETABLE FATS 
2.628.167 — 2.628. 20: 
2778.38 — iad tae ABSOLUTELY NEUTRAL. WILL NOT TURN RANCID DESIGNED TO ' LOW COST. - RE- USABLE 
Ave Forecgn Potents CONTAMINATE OR TAINT WHEN IN CONTACT SNAP INTO 
WITH FOOD PRODUCTS FITTINGS 


Libri-Fi 7 ) LEAK-PREVENTING 
should be used to lubricate Heynes Ledss Filet Sonitary | Spray NEOPRENE GASKET for Sanitary Fittings 


= Separator Bowl Threads ferent. Designed especially for 
= Pure-Pak Slides & Pistons applications where a heavy duty NAP- ‘TE 
= Pump & Freezer Rotary Seals sanitary lubricant is required. Check these pduantages 
o> Seige See i ; Tight joints, no leaks, no shrinkage Time-saving, easy to assemble 
= Sanitary Plug Valves Libri Film is a high polymer lu- Sw yous, ° 9 odudeuion y 
= Valves, Pistons & Slides of Ice bricant and contains no soap, Sanitary, unaffected by heat or fats ney 
Cream, Cottage Cheese, Sour metals, solid petrolatum, silicones 4 No sticking to fittings 
Cream and Paper Bottle Fillers, nor toxic additives. Non-porous, no seoms or crevices Eliminate line blocks 
2 Stainless Steel Threads and Provides a clinging protective Odorless, polished surfaces, easily cleoned Help overcome line vibrations 
' Mating S. S. Surfaces 


coating for vital metal parts such 


m= and for all other Sanitary we cides, teudegs and ether te Withstand sterilization Long life, use over and over 
Machine Parts which are bricated surfaces despite moisture. Available for 1”, 1%", 2", 2%" ond 3” fittings. 
Cae orm PACKED 6—16 OF CANS PER CARTON Packed 100 to the box. Order through your doiry supply house. 
THE HAYNES MANUFACTURING CO. THE HAYNES MANUFACTURING CO. 








4180 Lorain Avenue «+ Cleveland 13, Ohio 





4180 Lorain Avenue «+ Cleveland 13, Ohio 
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( seatealenatin ... foam is eliminated ---in modern centrifugals ? 2 ® 
\ 
9 
Sinpler 
operation, 
too ! av 
i 
Nobody told him about 
® 
De Laval’s “AIR-TIGHT ” 
* 


American Milk Review 





What's the Big Deal 
¢/ about “Air-Tight" ? 


ea 


They’re the only centrifuge that offers completely foam- 
less operation. (And De Laval is the only company that 
makes them!) Tests on the same feed milk proved that 
cream from a De Laval “Air-Tight” contained less than 
1% entrained air; the best another make could do was 
4% air entrainment. And air causes foam. 





DE LAVAL SERIES 400 “AIR-TIGHT’ CENTRIFUGE 


ZA Is “Foamless” 
VY all that important? 


You bet it is! Cream with foam “oils off,” causes butter- 
fat loss in churning and is inclined to rancidity. It is also 
subject to higher mechanical loss... sticking to pipes, 
vats and pumps, and “burn on” in plate heat exchangers 
and processing vats. Foam shows that milk is being sub- 
jected to a whipping action in the centrifuge. Foam 
causes fat loss in separation; as foam increases, skim- 
ming efficiency decreases. 


What about Seal Replacement? 


The only way to get “Air-Tight” operation is through 
the use of mechanical seals. Though mechanical seals 
wear, their replacement cost is negligible compared to 
the high cost of labor, adjustment and maintenance re- 
quired by multiple-control, hard-to-balance centrifugals. 
Butterfat is also saved since the single Cream Control 
Valve means you get immediate, proper cream output 
with no waste. 





‘§ What about cost? 


Best of all! De Laval “Air-Tight” Centrifugals are as 
much as 3¢ per pound capacity lower in price than other 
makes. That’s the initial investment. In terms of opera- 
tion, maintenance, and efficiency, the simp!er controls, 
high efficiencies and product savings all add up to fur- 
ther and continuing savings. 





FOR EVERY NEED... EVERY CAPACITY! 


Choose from thirty-four models! There’s a De Laval 
“Air-Tight” centrifuge for every need, every capacity. 
For hot or cold milk separation, for clarification . . . 
De Laval has installed more than 11,000 “Air-Tights” in 
milk plants throughout the country. Consider the facts. 
You, too, will find De Laval “Air-Tights” your first 
choice . . . the centrifuge more milk processors buy than 
all other makes combined. 

For Further Information Contact Your Nearby 
De Laval Distributor or Write To De Laval. 


CENTRIFUGALS 


2 DE LAVAL 
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THE DE LAVAL SEPARATOR COMPANY Dept. Aw.-2 
Poughkeepsie, New York 

5724 N. Pulaski, Chicago 46, Illinois 

DE LAVAL PACIFIC COMPANY Dept. Am-2 

201 E. Millbrae Avenue, Millbrae, California 
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Mr. C. E. Erickson, founder and president. 


50C) years of Quality aud Veh f 


The C. E. ERICKSON COMPANY, Inc., with its founder and president, 
Mr. C. E. Erickson, celebrated its Golden Anniversary, January 15, 1960. 
From a humble origin in 1910, the company has attained its present position 
by placing quality as the item of paramount importance in the manufacture 
of its products. 


The company takes this opportunity to thank all its many friends and 
a 


customers in the dairy industry. 


C. E. Erickson Company, Inc. 
DES MOINES 7, IOWA 
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Atlantic Salesman, checking board moisture (left), explains function of exclusive Dairy Wax Test Kit to Plant Superintendent. 


ATLANTIC WAX SALESMAN :- 
DAIRY INDUSTRY'S “RIGHT HAND MAN” 


Here’s the “one-two” that gives Atlantic the edge among dairy wax suppliers: 


1. Service_A technically trained, field- 
wise Atlantic Sales Engineer serves 
every account. His field experience. 
coupled with Atlantic’s exclusive Dairy 
Wax Test Kit (see inset). enables him 
to aid in every phase of your waxing 
operation, from stored blanks to finished 
cartons. As any of our customers will 
tell you. an Atlantic Wax Salesman is 
like an extra man on the job. 


2. Product_A pioneer in the development 
of compounded dairy wax, Atlantic’s Dura- 
fin waxes are tops in the industry today. 
Under day-to-day operating conditions, 
these waxes have been found to have su- 
perior appearance. mechanical strength, 
flexibility and heat stability qualities. All 
Durafin waxes are available in cartons, on 
pallets, in bulk haulers or in tank cars de- 
pending on your particular requirements. 


We invite you to test this top product-expert service combination. The result could mean 
better coating at less cost to you. Call, wire or write The Atlgntic Refining Company, 
260 S. Broad St., Philadelphia. or any of the offices listed. 


Providence, R. |., 430 Hospital Trust Bidg. 
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j 4 
Designed exclusively by Atlantic to improve 
dairy wax coating, compact Dairy Wax Test 
Kit is fully equipped from accurate scale to 
Atlantic densometer. It sets up quickly, does 
not interfere with normal dairy operation. 


ATLANTI 


Waxés - Lubricants - Process Products 








Syracuse, N. Y., Salina and Genesee Sts. + Reading,-Pa., First and Penn Aves. 
Pittsburgh, Pa., Chamber of Commerce Bidg..* Charlotte, N. C.,.1112 Soilith Boulevard 
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QUALITY 
too high to hide! 


GREEN SPOT orange juice drink is so high in quality 
you can capitalize on it from a selling standpoint every day! 
So you don't have to “hide your light under a bushel’ 


GREEN SPOT devotes so much time and effort to help 

you with merchandising, advertising, sales material and driver 
incentive contests that you can build a large volume. 

And GREEN SPOT orange drink quality holds it! 


There are still some dairies who pack a so-called “orange” once 
a week, just for the sake of carrying it. But there are 

hundreds more who prove it’s possible to price competitively 

a good orange drink like GREEN SPOT and make a substantial 
margin of profit. And do enough volume to pack fresh daily. 






GREEN SPOT, INC. 


1501 BEVERLY BLVD.. LOS ANGELES 
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SPECIALISTS in Special Fittings 








..- And your best source 
for Standard Fittings, 
too 









e It does seem 
unusual . . . and it 
is. A-P-C is one of the largest 
plants in the country fab- 
ricating only in stainless. But, 
so excellently integrated and 
so versatile is the A-P-C organiza- 
tion that just one special fitting, 
engineered to your requirements, 
is very welcome. And of course, 
A-P-C is ready to equip any part or 
all of your plant with standard 
sanitary fittings. CIP, SEMI-CIP 
or take down lines — A-P-C has 
the answer to every problem. 


So...consult the man 


from A-P-C. It pays! 


ALLOY PRODUCTS CORP. 
1065 Perkins Avenue 
Waukesha, Wisconsin 
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DANGER OF ANTIBIOTICS 


Gentlemen: 


Please refer to the article by Mr. H. A. Bo- 
land, titled “The Danger of Antibiotics in Milk.” 
which appeared in the American Milk Review of 
July, 1954. 

I am interested in obtaining forty reprints of this 
article at a nominal fee, for distribution to my pro- 
ducers. 


You no doubt, are aware of this situation 
throughout most of the milk industry, and I would 
like to suggest you run this article again in a near 


future issue of your magazine. 
Sincerely, 
Pennsylvania 


We are indeed aware of the penicillin-pesti- 
cide problem in the milk business. We do not 
have any reprints of Mr. Boland’s article “The 
Danger of Antibiotics in Milk.” We do, however, 
have reprints of the discussion of antibiotics, 
entitled “This Penicillin Business,” which ap- 
peared in the January issue of the American 
Milk Review. This is an eight-page reprint which 
costs 20 cents. 


TROUBLE-SHOOTER 
Dear Mr. Myrick: 


I hope that you will not think me presumptuous 
in suggesting an answer to the problem posed by 
P. J.—California in relation to his trouble with the 
high temperature short time and the subsequent short 
shelf life of his product. It seemed as though, as I 
read this article, I expected Mr. Lucas to mention 
the possibility of psychrophilic organisms present 
coming from farms whose equipment is seeded with 
these bothersome bacteria. The fact that the milk 
spoils while held in storage indicates that there was 
bacterial growth at 40° F. If this were the case it 
could be easily determined if psychrophils are present 
by a bacteria count of the milk upon entering storage 
and then again after being in storage a few days. 


I would suggest that a laboratory pasteurized 
bacteria count be made on the milk of each producer, 
with duplicate samples—one held at the ordinary in- 
cubation temperatures and the other duplicate run 
according to pyschrophilic methods, incubated at 40 
F. In that way, I would guess that he would elimi- 
nate the dairy farms contributing to his problem. 
Anyway, this is just a suggestion and it may not 


American Milk Review 











“HERE'S WHAT WE MAKE 
FOR THE 


DAIRY INDUSTRY’'— 


VEGETABLE 
PARCHMENT 
BUTTER 
INNERWRAPS 





TTER 
a ER 


KVP KALAKOTE 
BUTTER OVERWRAPS 


ICE CREAM OVERWRAPS 




















BOX AND TUB LINERS 
AND CIRCLES 





ICE CREAM CAN LINERS 





Why you can rely upon 


a 


ICE CREAM SLICE 
WRAPPERS 





CHEESE WRAPPERS 
POULTRY AND 
LOCKER PAPERS 





KVP FOOD PROTECTION PAPERS 


Practically every paper needed by 
the Dairy Industry can be supplied 
to you economically and in superior 
quality by KVP. 

We can tell you this with assurance 
because we make these papers our- 
selves—highly specialized papers 
ranging from Genuine Vegetable 
Parchment to famous KVP Kalakote 
waxed overwraps for butter, ice 
cream, non-fat dry milk. 
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Pure, odorless, snow white parch- 
ment-——Genuine Vegetable Parchment 

is the only paper always safe to use 
with such delicate foods as butter. 
Only specialists can properly print 
Genuine Vegetable Parchment. Spe- 
cial inks and special handling are an 
absolute necessity when dairy prod- 
ucts are involved. 

At KVP we also make specially 
treated papers—A venized Parchment 


to help preserve surface flavor; Myco- 
ban to combat mold development. 

Yes, from forest on through to the 
printed product created by package 
designers, KVP, the paper people, 
handle the entire process. 

- . 2 

KVP also makes papers for Poultry 
or Locker Plants: Freezer Papers, 
Giblet Wrappers, Bands, Box Liners, 
and Egg Carton Overwraps. 


Sup) the popu purple 


THE KVP COMPANY, KALAMAZOO, MICHIGAN = nouston, texas 
DEVON, PENNSYLVANIA * STURGIS, MICHIGAN + GRIFFIN, GEORGIA + ESPANOLA, ONTARIO » HAMILTON, ONTARIO » MONTREAL, QUEBEC 


15 












A NEW CONCEPT IN LINE AND EQUIPMENT CLEANING 


Write Nos. 


Push-button control of line and 
equipment cleaning with 
Cherry-Burrell automated systems 


Profit depends as much on efficiency 
inside your plant as it does on sales 
of your product. If you are to 
maintain or increase profits as your 
business grows, you must be able to 
meet the necessary production in- 
creases without a substantial in- 
crease in man-hours. 


Cherry-Burrell Automated Systems 
can help you achieve the goal of in- 
creased production and efficiency 
while holding the line on man-hours 
per unit of product. 


Take your equipment and line clean- 
ing operation. 


If you have a man climbing inside 
your storage tanks to clean them by 
hand, the installation of spray balls 
and tieing them into a Cherry-Bur- 
rell C-I-P system eliminates a costly, 
time-consuming job. And _ your 
tanks will be cleaned better. Are 
you taking lines down for cleaning? 
Are you manually cleaning your 
HTST? Almost any piece of equip- 
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ment — and all your product lines 
— can be cleaned in place with a 
Cherry-Burrell Automated C-I-P 
system. 


PLAN WITH CHERRY-BURRELL 


The time to begin planning for auto- 
mated systems is now. The systems 
installation program must be accur- 
ately laid out. Each new piece of 
equipment you buy in the years to 
come must fit perfectly into this 
over-all system plan. 


Only Cherry-Burrell can offer you 
equipment that’s specifically de- 
signed for present or future use in 
an automated system. You can in- 
stall Cherry-Burrell equipment for 
C-I-P according to a step-by-step 
plan because it’s designed to fit your 
system perfectly — to maintain 
efficiency — to reduce cleaning costs 
even as your production increases. 


Let a Cherry-Burrell Sales Engineer 
help you start planning your auto- 
mated system . a system that 


CHERRY-BURRELL 


CORPORATION 


CEDAR RAPIDS, IOWA 


Profitable Brands Start with Cherry-Burrell 


helps increase profit now... a 
system easily and economically ex- 
panded in the future. 





FREE AUTOMATED 
SYSTEMS BULLETIN 


Write for your free copy of 
Cherry-Burrell’s new automated 
systems bulletin. It gives you 
full information — shows you 
where and how Cherry-Burrell 
equipment fits each system — 
tells how these systems can help 
increase your profits. 

















COMPLETE 


Everything you need for day-to-day operations is carried in 
stock by your Cherry-Burrell Branch. You get warehouse con- 


CHERRY-BURRELL’S REPRESENTATIVE 


YOUR 
ONE 


SOURCE 
FOR EVERYTHING 
YOU NEED IN 
SUPPLIES 


venience, speedy delivery. 


Whether your order is large or small — Cherry-Burrell can fill 


all your needs for supply items such as: 


Cleaners Cleanup Equipment Hose and Fittings 
Detergents Aprons Thermometers 
Sanitizers Gaskets Stainless Steel Sponges 
Lubricants Boots Disinfectants 
Laboratory Supplies Gloves Paints 


See your Cherry-Burrell Representative 
or call your Cherry-Burrell Branch. 


CHERRY-BURRELL 


a ee eee | 


CEDAR RAPIDS, IOWA 
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work but I believe it would be an avenue to explore 
with a good possibility of finding his trouble. 


Yours very truly, 
Illinois 


Not presumptuous at all—rather, we would 
say, constructive, thoughtful and welcome. 


DEFINITION EXPANDED 
Dear Mr. Myrick: 


I appreciated the glossary of terms that you 
added alongside the article I wrote for your Novem- 
ber issue, entitled “Market Structure and Market 
Competition.” Because of the importance of the term 
“inelastic demand,” I would like to expand on it a 
little further. The demand for a product is inelastic 
when the quantity purchased does not change very 
much with changes in other factors. The term gen- 
erally refers to the relationship of the change in the 
price for an item and the amount purchased. Your 
example of the change in quantity of ice cream 
purchased with a change in weather is a less usual 


use of the term. 


You might be interested in knowing that the 
price elasticity of demand for fluid milk is generally 
considered to be about —0.3 while the price elasticity 
of demand for ice cream is generally considered to 
be about —1.2. This means that with a ten per cent 
increase in price, the purchases of fluid milk will 
drop only about three per cent while with the same 
percentage increase in the price of ice cream, pur- 


chases will drop about 12 per cent. 


Sincerely yours, 
John R. Moore 
Michigan State University 


NEW RETAIL BUSINESS 
Dear Mr. Myrick: 


Congratulations to you on your very excellent 
article “Specialists in Retail Home Delivery,” which 
appeared in the November issue of American Milk 
Review, setting forth the outstanding accomplishment 
of the Westmoreland Farm Dairy in Houston, Texas. 
That study shows just what can be done by using 
the same tools in a more expert way. 


Very truly yours, 


Florida 


At the time we wrote the article on West- 
moreland Farm Dairy the company was embark- 
ing on a stepped-up drive for new business. 
According to advice we have received from 
Houston, the program produced a spectacular 
5,000 quarts cf new business within a two- 
month period. 


American Milk Review 
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KOLD-HOLD 





TRUCK REFRIGERATION 


MAURIE ROWIN 
mechanical hydraulic 
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packaged condensing unit 


ys. 


retail milk 











BLOWERS 


hi and low temp 


PLATES 


quick action and hold-over 








DEPENDABLE COOLING POWER—tailored 
to the truck and the service 


The KOLD-HOLD concept of “job-engineered” refrigeration assures all the 
cooling power you need with minimum maintenance and service. The broad 
KOLD-HOLD line offers the right high-side, low-side and drive needed to 
give you the system that fits your exact requirements. 


CONDENSING UNITS 





Mark and Crown Condensing Units 
This design packs exceptional efficiency, 
durability and serviceability into a com- 
pact, easy-to-install unit. Powered by a 
flexible shaft or hydraulic drive, it is 
equipped with an electric motor for op- 
eration on “stand-by.” Rugged frame con- 
struction, corrosion resistant finish, en- 
closed design, heavy-duty jack-shaft assem- 
bly and inherent motor protection assure 
unfailing refrigeration throughout long 
service life. “Swing down” design exposes 
operating parts for fast servicing. 11/4, 2 
& 3 hp electric motor sizes. 








Crest Condensing Unit 

This packaged unit eliminates the need 
for hand-building a special compartment. 
Specifically designed for freezing “hold- 
over” plates in a parked truck, it plugs 
into an electrical outlet. Available in 3/, 
1, 114, 2 or 3 hp with 3-phase or single 
phase motors. 
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LOWSIDES — BLOWERS AND PLATES 





Super “50” Blower 

The “Ribbon” design of this blower gives 
more load space and aisle space. Mounted 
on front, rear or side wall, its two fans 
direct air around the load and envelop it 
in a blanket of protective cold. The 
SUPER “50” is the ultimate in refrigera- 
tion for truck bodies up to 18’. 








Super "35" Blower 


Use the SUPER “35” for superior per- 
formance in the 35° to 60° temperature 
range in truck bodies up to 14’. “Ribbon” 
design saves space; closely controlled 
defrosting and wide fin spacing produces 
tremendous cooling power and 
construction cuts maintenance. 


rugged 








Hold-Over Plates 
Streamlined KOLD-HOLD Hold-Over 


plates produce maximum refrigeration 
through full eutectic capacity and excep- 
tionally effective air flow. Patented per- 
imeter freezing permits complete filling 
of the plates without danger of strain on 
the seams during freezing. 





MECHANICAL OR HYDRAULIC DRIVES 

THE MARK SYSTEM MECH- 
ANICAL Drive efficiency pro- 
duces tremendous low tempera- 
ture recovery power after door 
openings. Power is transmitted 
from the truck engine crank- 
shaft through the 
flexible shaft and 
cushioning elec - 
tric clutch to the 
condensing unit. 







THE CROWN HYDRAULIC SYSTEM 
drives the condensing unit at a constant 
speed, transmitting power from the truck 
crankshaft to a constant volume hydraulic 
pump, through 
hydraulic lines to a 
hydraulic motor in 
the condensing 
unit. Ideal for ser- 
vice where there is 
considerable truck 
“idle” time. 





SPECIAL SYSTEMS 
LANCE systems 


are designed 
specifically for 
retail milk de- 


livery. The com- 
bination of flex- 

. ible shaft drive; 
condensing unit and LANCE blower pro- 
vide dependable lightweight equipment 
that takes no valuable load space. 








THE SPLIT MARK SYSTEM is made up 
of the same basic components as the stand- 
ard MARK systems. It features an over- 
the-cab condenser for operating conditions 
which make this feature preferable to the 
skirt-mounted condenser. 





For complete information on 
KOLD-HOLD truck refrigeration 
systems, send for CATALOG 
No. 59. 





KOLD-HOLD’ 


division 
Tranter Manufacturing, inc. 


210 E. Hazel St Lansing 9, Michigan 
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CONSUMER APPEAL! 


Lactose gives fluid milk products the flavor and appearance that makes them stand 
out sharply with the consumer. Here’s what pure milk sugar will do for you: 


BUTTERMILK Lactose returns the “old fashioned”’ goodness, tangy aroma and mel- 
low smoothness to buttermilk. It tones down acid sharpness without affecting natural 
body development. 


SKIM MILKS Lactose builds an exciting new taste identity. It improves the body, 
adds a slight sweetness that has proved highly desirable to consumers. Chalkiness, 
staleness, and uninteresting flavors are eliminated. 


CHOCOLATE DRINK Produce a smoother, richer tasting chocolate drink with Lactose. 
Tests conducted by local dairies prove that low calorie chocolate drinks with a 1% fat 
base and 1% Lactose are equal in richness to a 2% fat base. Take a good look at 
Lactose! Send for complete information today: Technical Service, Department 26B. 
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New look from EM-BEE...a low 


contour, easy access vacuum tank 


Now, in addition to the regular line, EM-BEE 
offers you a vacuum bulk milk tank with the same 
proven refrigeration system, unique construction, 
and high quality workmanship that has become 
well known in the popular “atmospheric” EM-BEE 
Tank. 

This 100° stainless steel EM-BEE brings a 
“new look” to vacuum type tanks with its low, 
streamlined contour that makes visual inspection 
and manual cleaning easy. Access covers seat posi- 
tively against an “O” ring gasket enabling a 
vacuum to be quickly and easily pulled on the tank. 


we, For those that prefer C.I.P. clean- 

ing, the new EM-BEE Cleaned-In- 

cS Place system assures a complete 

cleaning and sanitizing job every 

time. The EM-BEE Vacuum Tank 

is being built in two basic models, one for remote 

installation of the condensing unit (Model “V”) 

and a self-contained condensing unit model (Model 

“VS”). Both models are available in all-stainless 
steel or with a mild steel, painted exterior. 

If the vacuum type tank is right for your par- 

ticular installation, then the new EM-BEE Vacuum 

Tank is right for you. 











———  <esmme now 











PAUL MUELLER COMPANY 
P. O. Box 150 
Springfield, Missouri 


Name __-_ 








February, 1960 


If you don’t know your EM-BEE dealer, mail us this coupon} iemtieieinteeaainneiniiaiei cna tiniest 


21 on Reader Service Card 


Producer Cc Herd Size 


Dealer CT Other 


| am interested in learning more about EM-BEE Tanks 


ee eS ee eee Teer 


Plant Operator CT] Student ia 








Just how good is the new 





HEIL rectangular farm 
pick-up tank? 


So good we don’t know where 
to begin.. 


. but here’s a try. 








Q. What reception has this new tank had 


since Heil introduced it at the 1958 
Dairy Show ? 


A. Heil sold 22 right at the Show. Since 


then, it has enjoyed the greatest popu- 
larity of any tank Heil has ever built. 


Q. Why ? 


A, It’s so superior it practically obsoletes 


any other tank. It’s lighter, stronger 
and safer than any farm pick-up tank 
ever built. 


Q. Lighter? Lighter than what? 
A, It’s 10% lighter than Heil’s previous 


plastic models and 20% lighter than 
conventional steel tanks. Translating 
this weight-saving into dollars, it 
amounts to approximately $850 added 
revenue to the hauler every year. 


Q. And safer ? 
A. The lower center of gravity improves 


roadability, reduces likelihood of 
tipping on rough roads. 84 sq. ft. of 
flat surface makes it safer when 
entering tank or positioning cleaning 
equipment. 


Q. Stronger, too? 


A. Heil has built well over 500 plastic 


tanks and all evidence supports this 
fact. They are much more resistant to 
accident damage. Heil tanks have 
been completely turned over with a 
minimum loss of milk. Drivers’ lives 
have been saved because the plastic 
tank has kept truck cabs from being 


crushed, These tanks are so much 


-_ 


- 


-_ 


x 
—_ 


Q. 


. We don’t know because we’ve never 


safer and stronger that we expect 
insurance companies to offer a lower 
premium rate on accident policies. 


How long will these tanks last? 


had one wear out yet and we’ve been 
building plastic tanks since 1953. 


. How about maintenance ? 


. Figure it out for yourself—they can’t 


rust, rot or corrode, and the color is 
molded right in. You don’t even have 
to paint it unless you want to... and 
cleaning detergents have absolutely no 
effect on it. 


. Does the square design affect surging ? 
. Yes—it reduces it, and without using 


any baffles. The milk hits the vertical 
sides and drops, greatly reducing 
side sway. 


- How come we’ve never had square 


tanks before ? 


. We’ve never had a solid integral wall 


section before. To achieve comparable 
strength in a steel tank, you would 
add so many structural reinforcements 
that the added weight would make 
it uneconomical. 


Q. 


Q. 








Is the Heil plastic construction a veneer- 
ing process or an overlaying of plastic 
on the stainless liner? 


. Neither. It’s integrally molded in one 


piece like a casting. Plastic, multiple 
layers of Fiberglas cloth, stainless 
liner and insulation form a single, 
solidly bonded structure. 


- How can the insulation be more effec- 


tive if the same insulating material is 
used ? 


- Remember, plastic itself is an insula- 


tor, too. But more important, all 
moisture and vapor are sealed out— 
there are no metal-to-metal contacts 
to conduct heat. 


How about compliance with 3A Sanitary 
Standards? 

100% ... and the large 2-in. radius 
corners and V-bottom makes this 
tank drain faster, clean easier. 


What capacities are available ? 


- From 1800 to 3000 gals. 


Now for the $64,000 question: How 
much more do they cost? 


. Not a penny more! They’re priced 


the same as conventional steel. 


. Sounds like a terrific deal ? 


. Heil has built more dairy tanks than 


anyone and introduced more new 
advancements, but we think this is 
the greatest tank value we’ve ever 
built—there’s simply nothing on the 
market to compare with it. 


Call your Heil representative today. 


THE HEIL co. 


MILWAUKEE 


1, 


Ww 


ISCONSIN 


Factories: Milwaukee, Wis.; Hillside, N.J.; Lancaster, Pa.; Cleveland, O.; Modesto, Calif. 
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STOELTING makes the most productiv a 
Cottage Cheese Equipment ‘& 


Lee's face it. You’re selling cottage cheese to 
make money on it .. . and in this highly com- 
petitive, price-ridden market there is only one 
way to guarantee the volume you want and the 
profit you need. That way is to offer a prod- 
uct so superior in flavor and structure that 
women in large numbers will reach out for 
your package — even pay more for it. 

You can make a preferred product like this 
with Stoelting equipment. Many large and 
small dairies all over the country are doing it 

. are cashing in on cottage cheese in the 
toughest markets you can name. A significant 


STOELTING Brothers 





Pi 


*Scagliola, a word you'll 
find in most dictionaries, 
means—a cheap imitation. 





fact for plant operators in these solid success 
stories is that only Stoelting equipment is used 
— vats and agitators. The reasons for this 
standardization are simply stated: The exact- 
ing quality control that must be obtained and 
maintained; and the low production costs that 
parallel it. 

When the leaders insist on the best tools in 
the trade, it may well be that it would be 
worth your time to investigate, too. We have 
the facts .. . and will be glad to discuss them 
with you. You are invited to call or write. 


Compa Ny, Kiel, Wisconsin 
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Since 1905 — Manufacturing Engineers to the Dairy Industries 
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Only 3 finishing operations are necessary to make 
the interior of a stainless steel tank smooth enough 
to meet all current sanitary requirements. These 3 
operations, involving the use of coarse, medium, then 
fine abrasive belts on a perambulator grinder, are 
standard throughout the industry. 


Portersville carries finishing operations 4 steps 
farther: 4 specially-made Portersville polishing 
wheels, impregnated with 3 gradations of fine sand 
and jeweler’s rouge, are applied consecutively 
to each Portersville tank interior . . . producing 
lustrous, micro-smooth finishes that are unmatched 
in the industry. 


Portersville 


Stainless Equipment Corp. 


PORTERSVILLE 1 (Butler County), Pa. 





Four Extra Finishing Steps Make Portersville 
Stainless Tanks Easiest of All to Clean! 









Your benefit? Because Portersville tanks are smoother 
finished, load residue virtually floats off of tank 
interiors during manual or automatic cleaning oper- 
ations. As a result, Portersville tanks will not only 
easily meet tomorrow’s higher sanitation standards, 
but will give you faster, easier and more thorough 
clean-up jobs after every load . . . now, and for 
years to come! 


Ask About ‘Greater Beam Strength” in Portersville 
Tanks. Find Out Why They Last Thousands of 
Miles Longer! 


Send for Portersville’s 
new brochure 

on Special 
Transportation Tanks. 
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Makes Hackney Bodies BETTER 


In unusual sweat box tests of long duration, employing new 
scientific methods and instruments, Hackney Refrigerator Bodies 
performed beyond all expectations. They permitted far less air 
infiltration. That means a better body because .. . 








You need less refrigeration to do a good job. 

2 : Your body remains drier . . . lighter in weight. 
You can carry more safely refrigerated payload. 
There’s less rust and corrosion, longer body life. 


Ask any Hackney representative, or contact Hackney direct 
for complete information. Hackney manufactures a complete line 
of refrigerator bodies to fill the requirements of modern distribu- 
tion. 





BUILDERS OF BETTER REFRIGERATED BODIES 
BOX 856, WILSON, N. C. PHONE 7-0105 
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Efficient combination—Jamison Super Freezer Vestibule Door with FROSTOP assures minimum cold loss, frost-free doors. 








Carnation Company demonstrates... 


JAMISON super Freezer Doors with FROSTOP‘ 


prevent icing ... save refrigeration 


At the Carnation Company’s new ice cream freezing Vestibule Unit speeds traffic, keepscold losstoa minimum. 
plant in Oakland, California, 7 Jamison Super Freezer e Faster Handling—Jamison Passing Door expe- 
Doors with FROSTOP provide these vital advantages: dites loading, means less handling. 


@ Ice-free doors—FROSTOP assures easy opening Solve your cold storage door problem efficiently and 


: economically by taking advantage of Jamison Technical 
and tight closure. y vy & g 


Service. Write today to Jamison Cold Storage Door Co., 
@ Refrigeration Economy—fast-closing Jamison Hagerstown, Md., U.S.A. 


On the move—Jamison Passing Door speeds high volume handling 
of ice cream from —30° storage to delivery truck. 











JAMISON 


) COLD S§F1OR8 AGE pROROn a 
Pisa Jamison Cold Storage Door Co., Hagerstown, Md. 


Insulation Contractor; PLANT ASBESTOS CO., Oakland, Calif.; General Contractor: JOHN F. TULLOCH CO., Oakland, Calif. 
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DARIOMATIC 


the vending machine that 
puts more profit into milk 








Milk producers throughout the country are finding 
the DARIOMATIC to be an ideal source for extra 
profits. When installed in high traffic locations, 
these machines can not only sharply increase 
your packaged milk volume but they are an ideal 
way of selling potential customers on other 
high profit items in your line. 


Why? Because the DARIOMATIC not only vends 
milk, but three or four other high- profit items in 
addition, such as fruit juices, salads, etc. The 
same machine will simultaneously handle any 
four or five 44, %, or 1 pt. cartons; 5%, 6, 7, 10 or 
12 oz. cans without any modifications. It makes 
change for four different prices, too. There is a 
large internal refrigerated area for substantial 
back-up stock, which means that service calls 
may be cut in half. Best of all, the price of the 
DARIOMATIC is right and there is a very attractive 
financing plan available that lets you make a 
profit from the first day. 


So, why not make real profits with your milk 
machines .... install a DARIOMATIC. Deliveries 
are being made today!! 


deliveries and parts from two plants: 
Manhattan Beach, Calif. * Indianapolis, Indiana 
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Gentlemen: 

Please RUSH me full information on the DARIO- 
MATIC. | am am not 
financing plan. 


interested in your 








NAME 





ADDRESS 





CITY STATE 





Automatic Machines Division 


UNITED STATES CHEMICAL MILLING CORPORATION 


1700 Rosecrans Ave., Manhattan Beach, California 
One of the world’s largest manufacturers of automatic vending machines 
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NIDA Appeals FTC’s 
Dropping of Unfair 
Trade Complaint 
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Short Ui 





from the EDITOR 


The National Independent Dairies Association 
has urged the Federal Trade Commission to reverse 
the findings of a hearing examiner which resulted 
in the dismissal of FTC complaints of unfair 
trade practices against nine major ice cream manu- 
facturers. D. C. Daniel, NIDA counsel, contends 
in a brief filed with the FTC that the hearing 
examiner made errors of fact and law in his initial 
decision dismissing the complaints in July 1959. 


In fact, argues Mr. Daniel, the evidence 
supports the allegations of the complaints. 


NIDA points out that the great weight given 
to Department of Agriculture figures, purporting 
to show the number of manufacturer-wholesalers of 
ice cream (selling more than 50 per cent of their 
product at wholesale) in the United States was 
grossly in error. USDA figures showed that in 1954 
there were 247 manufacturer-wholesalers and in 
1958, 196 manufacturer-wholesalers of ice cream in 
Michigan. NIDA conducted its own survey of Michigan 
in October 1959 and found there were only 84 
wholesale-manufacturers of ice cream who qualify 
under the 50 per cent rule. 


Other issues raised in the NIDA brief: 


The hearing examiner's characterization as 
"sripes" of the sworn testimony by various members of 
the industry was "grossly improper, unwarranted, 
unjust and shocking” in the light of the record 
in these proceedings. 


Since the nine ice cream companies sell 
products other than ice cream, the orders to cease and 
desist in these cases should be made broad enough 
to stop the practices regardless of the products 
involved. 


NIDA called the practices attacked by the FTC 
complaints "basically immoral" and pointed out that 
many states have outlawed such practices. 


The NIDA brief was filed in a "friend of the 
court" action before the full five-man Federal 
Trade Commission which is deliberating the appeal 
of the “ice cream cases." 
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THE HAYNES MFG. CO. 




























































4180 Lorain Avenue "PROFIT BUILDERS" Cleveland 13, Ohio 
HAYNES : Haynes fs waynes 
No.5 | DY THRIFTY- | SK" CARRY. 
c CAN CART | yy HANDLES” [~ \ piTe” 
HANDLES | cilia 
10 GALLON | Vi PLASTIC HANDLES 
MILK CANS FOR GALLONS AND FOR GALLON AND 
WITH EASE HALF GALLONS HALF GALLON JUGS 
Equipped with ball-bearing wheels | LOW COST. Thrifty Hondas aele-Gallon COMBINING BRILLIANT SALES APPEALING 
with replaceable cushion rubber tires. | jugs. The One Piece Stainless Steel Locking COLORS AND UNUSUAL CARRYING EASE. 
1 Lightweight —ealy 12 Ms. | Band secures handle to neck of jug. SPECIFY BOTTLE SIZE AND FINISH. 
AAA —— MAINE i mama = mmm mmm 
| 
mpi s Haynes HAYNES 
hy» BASKETS” "SNAP-TITE” "SPRAY" 
3 GASKET poral SANITARY 
| Ld J PROMOTES “etstem ze LUBRICANT 
i cS > AP J SALES a 
SS The perfect form-fit sanitary fitting | 
= , Th | rov itar 
13 Stock Sizes for Glass & Paper Con- | oociat. Ciminates locks ond el. — of cnshtien py TT ye | — 
euienin | of Neoprene. Reuseable — long life. and Food Processing Equipment. 
4: «5 «$s FEE” AE eee 
p Haynes | 
‘“ ” 
Haynes Retna E> “LUBRI-FILM 
1 —_ ‘ A 
ese SEAL HEAVY DUTY 
IN PLASTIC TYPE 
LUBRICANT sanmteny 
Flat NEOPRENE 
GASKET LUBRICANT 
Amazing low cost lubricant for con- wy fy 
veyor chains. Prevents chain wear and A low cost, sanitary fitting gasket 
of troubles. that replaces the paper gasket. 
Haynes ; 
nd cu) 
"ROLL- - | 
EASY" | AGNES | 
esau “ROLL-EASY" | 
TC CASE DOLLY | 
Sturdily built in either all stainless World Famous — designed and built Carries heavy loads with perfect ease | 
steel or cadmium plated finish steel. to meet the exacting conditions of and safety, Available in 6 standard | 
Mounted on Roll-Easy Casters. Dairy and Food Plant service. as well as special sizes. | 
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Private Labels and Salesmanship 


T HE GROWING stature of the so-called private label poses a difficult 
but stimulating sales problem to those firms concerned with the future 
of their own brand. Both the retailer-controlled label and the manufac- 
turers label must ultimately stand or fall on consumer favor. The cus- 
tomer’s decision in favor of either label depends on persuasion outside 
the store and persuasion inside the store. Outside the store the degree 
of persuasion that can be used depends upon the resources and the talent 
of the firms represented by the contending labels. In the store, however, 
the degree of persuasion that can be used is controlled by the store. The 
store determines the amount and kind of shelf space allocated to a par- 
ticular brand, the amount of point-of-sale material to be used in its support, 
and, in general, the extent to which the brand is to be called to the cus- 
tomer’s attention. 


The manufacturer of brand name merchandise, therefore, faces two 
sales problems. He must persuade the customer of the virtues of his brand 
and he must persuade the store operator of the value of the brand and 
enlist the self-interest of the store in support of the brand. A remarkable 
report by E. B. Weiss entitled “The Coming Battle With The Giant 
Retailers’ Advertised Brands” lists more than 50 reasons for retailer-interest 
in controlled brands. To find answers to these areas of interest of such 
a nature that the store operator becomes a supporter of the manufacturer's 
brand instead of a competitor is the major sales problem. 


In our opinion the issue is basically one of logistics. The customer 
is interested primarily in quality, price and service or convenience. She 
does not care very much whether the merchandise carries the store label 
or the manufacturer’s label. Her favor will be accorded that merchandise 
and that type of distribution which satisfies most completely her ideas of 
quality, price and service. The store, just as much as the manufacturer, 
is dependent upon the customer's verdict. If the store-controlled brand 
is a better answer to the logistical problem than the manufacturer’s brand, 
then the store label will prevail. If it is not, then it will not prevail. For 
those who seek legislative support in this contest, it should be pointed 
out that legislatures no less than storekeepers or milk distributors are 
dependent on the consumer’s wishes. 


We do not believe that the store-controlled label has any advantage 
in logistics over merchandise carrying the manufacturer's brand. The sales, 
problem, therefore, is one of persuading the consumer, and, through the 
consumer, the store operator, that the manufacturer’s brand most nearly 
satisfies consumer needs. The problem will yield to neither legislation nor 
emotion. It will yield only to careful analysis and intelligent application 
of techniques dictated by the conclusions drawn from that analysis. 
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General Mills helps dairies of America 
safeguard public health with Vitamin D 


Vitamin D prevents rickets, helps the The American Medical Association 
body make best use of calcium and and the Food and Nutrition Board 
phosphurus to Fae sy strong bones urge that all milk be i 
and teeth. But Vitamin D is scarce. Of Vitamin 

all the essential vitamins, it is the only 
one not adequately present in a nor- 
mal diet. The pleasing, economical and 
rure way for families to get a full 
measure of Vitamin D is in fresh, sweet 
milk that has been additionally forti- 
fied with this essential nutrient. 
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General Mills toots your horn for you 
with advertisements on Vitamin D Milk! 


People’s memories can be short. . . like 

forgetting what the dairy industry has done 

for the nation’s health by adding Vitamin D 

to milk. So General Mills is tooting your horn 

for you with a series of national ads in ‘“‘think- 

ing people’s’’ publications: FORTUNE and 
" WALL STREET JOURNAL! 


The reason? To help you educate the new 
consumers who’ ve grown up taking Vitamin D 


Milk for granted ...and to re-educate older 
customers just how important Vitamin D 
Milk is to good health and well-being. 


These ads are just one of the many ways 
General Mills serves the dairy industry. New 
for 1960—General Mills has created a com- 
plete promotional program for Vitamin D 
milk including both consumer advertising and 
point-of-sale merchandising materials. 


™ 
For copies of General Mill's national advertisement on Vitamin D Milk rel 
or the Vitamin D promotion, ask your General Mills salesman, or write: Vitamin D Milk 
SPECIAL COMMODITIES DIVISION Promotion Kit Pe) 


9200 Wayzata Boulevard, Minneapolis 26, Minnesota 
Write No. 31 on Reader Service Card 
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Private Labels in the Milk Business 


Retailer-controlled brands, popularly known as private labels, 
have grown in importance as super markets have increased 
in number and size. In many markets fluid milk, distributed 
under the store’s own label, has become a powerful com- 
petitive factor. This article explores the reasons for and the 
potential of the retailer-controlled brand. 


O, AUGUST 17, 1959 the 


Dairy Subcommittee of the House 
Small Business Committee investi- 
gated a price war that had shaken 
the Denver, Colorado market. At 
the hearing, presided over by Rep- 
resentative Tom Steed of Okla- 
homa, it was established that the 
price war started when a super 
market chain began selling milk 
under its own label at 8 cents a 
half gallon below the market. It 
was further established that the 
private label milk had a higher 
fat content and a lower price tag 
than the own brand milk distrib- 
uted by the firm that supplied the 
chain. Said Chairman Steed to the 
assistant manager of the firm sup- 
plying the private label milk, 
“Why, with your reputation and 
the thousands of dollars you spend 
nationally on advertising about 
your quality, will you bottle a milk 
of higher butterfat content than 
your own for a little super market 
chain at a price lower than yours?” 

The apparent baffled exaspera- 
tion of the Chairman at the use 
of a practice which appears to be 
in direct conflict with the interests 


By NORMAN MYRICK 


of the organization that uses it 
together with the absence of any 
robust justification by the spokes- 
man for that organization serve as 
dramatic illustrations of the con- 
fusion and contradiction that ac- 
company private labels in the mar- 
ket place. 


Definition of Terms 

The term “private label,” as it 
is commonly used, is incorrect. 
E. B. Weiss, director of merchan- 
dising for Doyle, Dane, Bernbach, 
Inc., New York advertising firm, 
says, “The current excitement re- 
volves around the distributor-con- 
trolled and advertised brand and 
the controlled brand distributed 
and advertised by our giant re- 
tailers. 

“The private brand, in its true 
sense, is not what so many mer- 
chandisers are debating. Indeed, 
the true private brand is being 
squeezed between the manufac- 
turer's known brand and the giant 
retailer's known brand.” 

Mr. Weiss notes three basic 
types of brands. These are: 


1. The manufacturer’s adver- 


tised brand. Meadowgold, 
Quality Chekd, Sealtest, 
Borden’s, All Star, are some 
of the better known adver- 
tised brands in the milk busi- 
ness. 


to 


The distributor's controlled 
and advertised brand. The 
product carrying this brand 
may be identical with the 
brand name product of the 
manufacturer but it carries 
the label of the store dis- 
tributor. It is this kind of 
brand that is popularly but 
incorrectly called the “private 
label.” 

3. The true private brand 
which is a brand with no 
advertising, with little or no 
consumer recognition or 
standing, and which may be 
sponsored by a manufacturer, 
by a wholesaler, or by a re- 
tailer. 

A friend of ours in Iowa has 
suggested that the proper term for 
distributor-controlled brands or pri- 
vate label merchandise is “off 
brand.” The suggestion has some 
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merit as a competitive weapon but 
the intimation of inferiority which 
it conveys is a serious weakness if 
the competitor believes it. One of 
the important points to be grasped, 
if the problem of the distributor- 
controlled brand is to be met real- 
istically, is the fact that most of the 
merchandise carrying a_ so-called 
private label consists of top quality 
goods backed by powerful adver- 
tising programs that enjoy the 
added advantage of distributor in- 
terest. 


Mr. Weiss estimates that there 
are approximately 800 manufac- 
turers in the United States whose 
advertising budgets are sufficiently 
large to allow them to develop 
advertising programs that effec- 
tively presell their products. Gen- 
eral Foods would be a good ex- 
ample. Of these 800 manufacturers, 
about half devote some of their 
production to distributor-controlled 
labels. 


Blue Ribbon List 


“If the controlled label merchan- 
dising marketed by Sears, Ward, 
Penney, the great food chains, the 
great drug chains, the hard and 
soft goods chains, were traced back 
to the manufacturing source — the 
resulting list of suppliers of con- 
trolled brands to these giant re- 
tailers would unquestionably look 
like a blue ribbon list of the most 
outstanding marketers of 
facturer’s pre-sold 
Mr. Weiss. 


manu- 
brands,” says 


The observation is supported by 
experience in the dairy industry. 
A survey conducted by the Ameri- 
can Milk Review showed that milk, 
ice cream and cottage cheese were 
being distributed extensively under 
controlled-brand labels. Of these 
three, ice cream led in the con- 
trolled-brand field, milk was second, 
cottage cheese third. Distribution 
was done almost entirely through 
chain stores. The ratio was 30 to 1. 
Suppliers of the controlled labels 
were chain dairy firms in the ratio 
of 5 to 3 over independents. 
Retailer-controlled dairies such as 
Lucerne and Challenge supplying 
Safeway, were a poor third. The 
complete ratio of chain dairies to 
independents to retailer-controlled 


in terms of mentions as sources of 
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private label supplies was 5 to 3 
to l. 

The sales volume of distributor- 
controlled brands in both food and 
non-food lines is enormous. Pro- 
gressive Grocer, authoritative trade 
magazine in the grocery business, 
says that private labels or distribu- 
tor-controlled brands account for 
15 per cent of the total grocery 
business handled by ten of the 
nation’s twelve leading food chains. 
It is estimated that of the approxi- 
mately 5 billion dollars worth of 
sales enjoyed by A & P in 1959, 
about a billion dollars or 20 per 
cent was in their own brands. The 
Colonial food chain has reported 
that 25 per cent of its volume is 
done in distributor-controlled 
labels. IGA reports that 30 per cent 
of the business done by its members 
is controlled-label volume. 


Indications are that the volume 
of distributor-controlled labels will 
continue to grow. Mr. Weiss con- 
cludes that the variety of food 
classifications will increase. He also 
believes that the day is not far 
distant when food stores will do 50 
per cent of their total volume on 
their own brands. These controlled 
brands will be advertised more and 


more heavily, they will get the 
choicest in-store display space and, 
most important, these brands “will 
be able to stand up under strict 
merchandising accounting against 
all but the most powerfully pre- 
sold brands of the manufacturer.” 


Reasons for Success 

There are many reasons for the 
success that has come to the dis 
tributor-controlled brand. Mr. Weiss 
lists 51 reasons which range all the 
way from similarity of manufac- 
turer’s brands to the improved bar- 
gaining position that falls to the 
retail distributor, in relation to a 
supplier, when his own brand cap- 
tures a substantial portion of the 
volume in any one category. 


There are two general bodies of 
reasons that account for the growth 
of distributor-controlled brands. 
The first group relates to reasons 
why distributors are interested in 
having a brand of their own. The 
second relates to the reasons why 
these brands have been successful 
in competition with manufacturer's 
brands. 


Reasons why retailers like con- 
trolled brands may be summed up 
with that familiar word, “profit.” 





Outside of the store, any brand — manufacturer-controlled or 
retailer-controlled — may attempt to persuade the consumer of 
the virtues of the product carrying the label. This series of 
advertisements developed by Fairmont illustrates a familiar 
technique. 
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Another method used to influence customers outside of the store 
is exemplified by the use of a personal appearance of some 


figure identified with the brand name. 


When Bill Boyd, the 


famed Hopalong Cassidy of television, came to this midwestern 
town, more than a quarter of a million people came to see him. 


There are, however, several ways 
in which the retailer-controlled 
label contributes to the profit state- 
ment. The first factor is a combina- 
tion of traffic building and low cost 
advertising. The controlled brand 
lends itself to attractive pricing 
better than does the manufacturer’s 
brand. Usually the large volume 
that the label represents places the 
retailer in a very favorable posi- 
tion when it comes to bargaining 
for a price. This was brought out 
very clearly in the testimony at 
Denver. Mr. Steed asked how it 
was that the supplier could put up 
the same product that carried its 
own brand under a private label 
and sell it at a lower price. The 
answer would appear to be in the 
size of the orders that the con- 
trolled brands represent. It becomes 
a two-edged sword. On the one 
hand it represents additional vol- 
ume that leads to greater plant 
efficiency as well as economical 
distribution. On the other hand it 
represents volume which, once it 
has become a significant part of 
plant production, cannot be lost 
except with near disastrous results. 
Consequently it is business that 


the processor wants to keep and 
the retailer knows he wants to keep. 
With many another plant eager and 
willing to get the business, the 
retailer is strongly fixed in the 
driver’s seat. The net result is usu- 
ally a price that enables the retailer 
to offer the product under his label 
at a price lower than the same 
product under the manufacturer’s 
label. 


Given such a pricing advantage, 
the retailer can compete economi- 
cally in the strenuous super market 
race for the low, low, low price 
tag, which is the number one card 
in the retailer’s customer-building 
deck. 

Differentiation 

A second reason for retailer in- 
terest in the controlled label is the 
differentiation that it affords. Com- 
petition in store design, location, 
merchandising techniques and 
equipment have produced a crop 
of stores that are practically iden- 
tical. All have excellent locations. 
All have paved parking lots, in- 
triguing displays, air conditioning, 


attractive decor and whatever else 


skilled architects and talented mer- 


chandisers can build into them. 
The retailer-controlled brand is the 
one thing that can differentiate one 
store from another. Many stores 
may carry a well known manu- 
facturer’s brand of coffee or ice 
cream or cake mix but only First 
National Stores carry FINAST 
brands. 


Perhaps the most important rea- 
son is the fact that despite the 
low price tag on the retailer-con- 
trolled brand (in our survey there 
was a price differential in favor 
of the retailer-controlled label 57 
times out of 59 instances reported) 
retailers often get a wider margin 
on the merchandise than they do 
on a manufacturer's brand. Part of 
this is due to the advertising allow- 
ance that is involved in the price 
of the manufacturer’s own brand. 
Part of it is due to the favorable 
price that the retailer can nego- 
tiate as a result of his strong bar- 
gaining position. Part of it is due 
to the large turnover that he is 
able to engineer due to his control 
of shelf position, display materials, 
etc. When the retail organization 
is its own manufacturer, yet an- 
other profit possibility is involved. 
The fact seems to be that retailers 
hope that a larger volume in their 
own brand will help them improve 
their net profit picture. 


Prestige Factor 


An often overlooked factor is the 
prestige that a_retailer-controlled 
brand brings to the retailer. The 
enormous capital requirements of 
the growing retail organizations 
make them particularly sensitive to 
anything that will enhance their 
stature in the eyes of the men in 
the money market. A strong line 
of retailer-controlled brands is con- 
sidered an asset when it comes to 
impressing financial people. 


The advantages in the control 
and profit that retailers believe are 
to be found in their own label 
are a major reason for their rapid 
growth. In addition to this basic 
reason, however, are other power- 
ful elements that account for the 
expansion of this practice. Lead- 
ing the list is the simple fact of 
size. As the stores get bigger, finan- 
cial resources swell in proportion. 
It becomes possible for the retail 
organization to put more promo- 
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tional oomph behind their own 
brands. Indeed, one might formu- 
late a merchandising law to the 
effect that increase in retail finan- 
cial power begets increased retailer 
promotion and interest in own 
brand merchandise. 


A corollary to this phenomenon 
is competitor activity. If retailer A 
offers customers a product differ- 
entiated by the store’s own label 
and enhanced by an attractive 
price, competitors are forced, or 
at least believe they are forced, 
to follow suit. Thus, growth of a 
retail organization stimulates activ- 
ity in its own brand which in turn 
stimulates competitor interest in 
own brand goods which prompts 
the first retailer to introduce still 
more of his own labels and so on 
in an apparently endless circle. 


Very significant in this process 


is the relative ease with which re- 
introduce their own 
labels. Studies have shown that 
new product failures are consider- 
ably less among retailer-controlled 
brands than among manufacturer’s 
brands. Reasons for this are the 
in-store control that is in the hands 
of the retailer, the manufacturer’s 
advertising allowance that enables 


tailers can 


the retailer to devote more of his 
own resources to the promotion of 
his own brand because the manu- 
facturer’s allowance has the effect 
of building up the total advertising 
budget far beyond that which the 
retailer would put up alone. In- 
deed, the advertising budget de- 
veloped by some retailers dwarfs 
anything individual manufacturer’s 
allot for the promotion of their 
brands. One well known mail order 


house, for example, when every- 





BUT in the store what will be displayed and how it will be dis- 
played are under the control of the store operator. The decision 
to use this big window sign did not rest with the meat packer, 
it rested with the store management. To persuade store man- 
agement that manufacturer’s brands are more profitable and 
hence deserve in-store support is a principal sales problem. 
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thing is counted, has an ad budget 
that runs close to $125,000,000. 


Most important in making it 
fairly easy to develop a sizeable 
volume in own brands is the decline 
of customer brand loyalty. To a 
degree this decline is a result of 
competition for quality and price. 
Milk distributors are fully aware 
of the difficulty involved in differ- 
entiating their product from that 
of a competitor's. The same prob- 
lem of product differentiation is 
found in many other food and non- 
food lines. Canned goods, meat, 
tooth paste, bread—wherein is the 
great, distinguishing difference that 
sets one brand apart from another? 
There is no great difference, for 
all manufacturer’s have access to 
the same fine equipment, the same 
caliber of well trained technicians 
and are subject to the same health 
and labor regulations. Consequent- 
ly, brand loyalty that at one time 
belonged to the products of a tal- 
ented cheesemaker, for example, 
has faded in the face of uniform 
excellence. Lack of any strong 
brand loyalty makes it fairly easy 
to switch a customer from one 
brand to another and, in the store, 
where the retailer controls both 
shelf position and in-store promo- 
tion, his influence on customer 
brand choice is powerful indeed. 


Manufacturer's Promotion 


Manufacturers have not helped 
their own cause with advertising 
designed to encourage brand loy- 
alty. Mr. Weiss notes that mer- 
chandising emphasis on gimmicks, 
contests and premiums focuses at- 
tention on considerations other than 
the brand. Furthermore, this type 
of merchandising is designed to 
woo consumers away from compet- 
ing brands and into the arms of 
the brand for whose benefit the 
promotion is staged. The unfore- 
seen result is a further breakdown 
in brand loyalty. If a customer is 
switched from one brand to an- 
other by this method it is reason- 
able to conclude that she can be 
switched again. With each switch 
the importance of the brand de- 
clines and such factors as price, 
convenience and in-store display 
loom larger in determining the 
buying decision. All of this plays 
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Another method used to influence customers outside of the store 
is exemplified by the use of a personal appearance of some 
figure identified with the brand name. When Bill Boyd, the 
famed Hopalong Cassidy of television, came to this midwestern 
town, more than a quarter of a million people came to see him. 


There are, however, several ways 
in which the retailer-controlled 
label contributes to the profit state- 
ment. The first factor is a combina- 
tion of traffic building and low cost 
advertising. The controlled brand 
lends itself to attractive pricing 
better than does the manufacturer’s 
brand. Usually the large volume 
that the label represents places the 
retailer in a very favorable posi- 
tion when it comes to bargaining 
for a price. This was brought out 
very clearly in the testimony at 
Denver. Mr. Steed asked how it 
was that the supplier could put up 
the same product that carried its 
own brand under a private label 
and sell it at a lower price. The 
answer would appear to be in the 
size of the orders that the con- 
trolled brands represent. It becomes 
a two-edged sword. On the one 
hand it represents additional vol- 
ume that leads to greater plant 
efficiency as well as economical 
distribution. On the other hand it 
represents volume which, once it 
has become a significant part of 
plant production, cannot be lost 
except with near disastrous results. 
Consequently it is business that 


the processor wants to keep and 
the retailer knows he wants to keep. 
With many another plant eager and 
willing to get the business, the 
retailer is strongly fixed in the 
driver's seat. The net result is usu- 
ally a price that enables the retailer 
to offer the product under his label 
at a price lower than the same 
product under the manufacturer’s 


label. 


Given such a pricing advantage, 
the retailer can compete economi- 
cally in the strenuous super market 
race for the low, low, low price 
tag, which is the number one card 
in the retailer’s customer-building 
deck. 

Differentiation 

A second reason for retailer in- 
terest in the controlled label is the 
differentiation that it affords. Com- 
petition in store design, location, 
merchandising techniques and 
equipment have produced a crop 
of stores that are practically iden- 
tical. All have excellent locations. 
All have paved parking lots, in- 
triguing displays, air conditioning, 
attractive decor and whatever else 
skilled architects and talented mer- 


chandisers can build into them. 
The retailer-controlled brand is the 
one thing that can differentiate one 
store from another. Many stores 
may carry a well known manu- 
facturer’s brand of coffee or ice 
cream or cake mix but only First 
National Stores carry FINAST 
brands. 


Perhaps the most important rea- 
son is the fact that despite the 
low price tag on the retailer-con- 
trolled brand (in our survey there 
was a price differential in favor 
of the retailer-controlled label 57 
times out of 59 instances reported) 
retailers often get a wider margin 
on the merchandise than they do 
on a manufacturer's brand. Part of 
this is due to the advertising allow- 
ance that is involved in the price 
of the manufacturer’s own brand. 
Part of it is due to the favorable 
price that the retailer can nego- 
tiate as a result of his strong bar- 
gaining position. Part of it is due 
to the large turnover that he is 
able to engineer due to his control 
of shelf position, display materials, 
etc. When the retail organization 
is its own manufacturer, yet an- 
other profit possibility is involved. 
The fact seems to be that retailers 
hope that a larger volume in their 
own brand will help them improve 
their net profit picture. 


Prestige Factor 


An often overlooked factor is the 
prestige that a_retailer-controlled 
brand brings to the retailer. The 
enormous capital requirements of 
the growing retail organizations 
make them particularly sensitive to 
anything that will enhance their 
stature in the eyes of the men in 
the money market. A strong line 
of retailer-controlled brands is con- 
sidered an asset when it comes to 
impressing financial people. 


The advantages in the control 
and profit that retailers believe are 
to be found in their own label 
are a major reason for their rapid 
growth. In addition to this basic 
reason, however, are other power- 
ful elements that account for the 
expansion of this practice. Lead- 
ing the list is the simple fact of 
size. As the stores get bigger, finan- 
cial resources swell in proportion. 
It becomes possible for the retail 
organization to put more promo- 
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tional oomph behind their own 
brands. Indeed, one might formu- 
late a merchandising law to the 
effect that increase in retail finan- 
cial power begets increased retailer 
promotion and interest in own 


brand merchandise. 


A corollary to this phenomenon 
is competitor activity. If retailer A 
offers customers a product differ- 
entiated by the store’s own label 
and enhanced by an attractive 
price, competitors are forced, or 
at least believe they are forced, 
to follow suit. Thus, growth of a 
retail organization stimulates activ- 
ity in its own brand which in turn 
stimulates competitor interest in 
own brand goods which prompts 
the first retailer to introduce still 
more of his own labels and so on 
in an apparently endless circle. 


Very significant in this process 


is the relative ease with which re- 
their own 
Studies have shown that 
new product failures are consider- 
ably less among retailer-controlled 
brands than among manufacturer’s 
brands. Reasons for this are the 
in-store control that is in the hands 
of the retailer, the manufacturer’s 
advertising allowance that enables 
the retailer to devote more of his 


tailers can introduce 


labels. 


own resources to the promotion of 
his own brand because the manu- 
facturer’s allowance has the effect 
of building up the total advertising 
budget far beyond that which the 
retailer would put up alone. In- 
deed, the advertising budget de- 
veloped by some retailers dwarfs 
anything individual manufacturer’s 
allot for the promotion of their 
brands. One well known mail order 
house, for example, when every- 
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played are under the control of the store operator. The decision 
to use this big window sign did not rest with the meat packer, 
it rested with the store management. To persuade store man- 
agement that manufacturer’s brands are more profitable and 
hence deserve in-store support is a principal sales problem. 
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thing is counted, has an ad budget 
that runs close to $125,000,000. 


Most important in making it 
fairly easy to develop a sizeable 
volume in own brands is the decline 
of customer brand loyalty. To a 
degree this decline is a result of 
competition for quality and price. 
Milk distributors are fully aware 
of the difficulty involved in differ- 
entiating their product from that 
of a competitor's. The same prob- 
lem of product differentiation is 
found in many other food and non- 
food lines. Canned goods, meat, 
tooth paste, bread—wherein is the 
great, distinguishing difference that 
sets one brand apart from another? 
There is no great difference, for 
all manufacturer’s have access to 
the same fine equipment, the same 
caliber of well trained technicians 
and are subject to the same health 
and labor regulations. Consequent- 
ly, brand loyalty that at one time 
belonged to the products of a tal- 
ented cheesemaker, for example, 
has faded in the face of 
excellence. 


uniform 
Lack of any strong 
brand loyalty makes it fairly easy 
to switch a customer from one 
brand to another and, in the store, 
where the retailer controls both 
shelf position and in-store promo- 
tion, his influence on customer 


brand choice is powerful indeed. 


Manufacturer's Promotion 


Manufacturers have not helped 
their own cause with advertising 
designed to encourage brand loy- 
alty. Mr. Weiss notes that mer- 
chandising emphasis on gimmicks, 
contests and premiums focuses at- 
tention on considerations other than 
the brand. Furthermore, this type 
of merchandising is designed to 
woo consumers away from compet 
ing brands and into the arms of 
benefit the 


promotion is staged. The unfore- 


the brand for whose 


seen result is a further breakdown 
in brand loyalty. If a customer is 
switched from one brand to an- 
other by this method it is reason- 
able to conclude that she can be 
switched again. With each switch 
the importance of the brand de- 
clines and such factors as price, 
convenience and in-store display 
loom larger in determining the 
buying decision. All of this plays 
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Survey of Retailer - Controlled Brands 


(Figures Represent Number of Mentions in Replies) 


Private label or retailer-controlled brands appear to be a greater 
problem in North Carolina than in any other State. This was one 
of the pieces of information uncovered by a survey conducted by 
the American Milk Review. Not only did we receive more replies 
from North Carolina than any other State, but every one of the 
replies said that retailer-controlled brands were of substantial im- 
portance in the market. 


In addition to the importance of retailer controlled brands in 
North Carolina, the survey showed that retailer-controlled brands 
are almost always priced below the manufacturer's own brand. A 
second point that the returns emphasized was that retailer-controlled 
brands are confined almost exclusively to chain stores. A third point, 
which we think is of more than passing significance, was the fact 
that although chain dairy firms were named most often as suppliers 
of products under a store’s own label, independent dairies were 
definitely not averse to this kind of business. Chain dairies were 
mentioned as suppliers 51 times, independent dairies 30 times. 


The survey was more in the nature of a spot check than a full 
scale study in depth. However, the returns may be considered as an 
indication. Three hundred cards were sent out to milk distributors 
in 13 States. We received 72 replies for a percentage response of 
24 per cent. 


Results of the survey are printed below. Copies of this study 
may be obtained without cost by addressing a request to the 
American Milk Review, 92 Warren Street, New York 7, New York. 


Products Sold Under 
Retailer-Controlled Label 


Retailer-Controlled Brand 
Merchandise Supplied by 


EOE EE eee eee 40 Store-Owned Dairy ............ 9 
ne oes ois cccoeetceadcsenesies 60 Cooperative ...........:.cccccesceeees 1 
Cottage Cheese .................... 33 * 
Butler tetanic of 
eee Retailer-Controlled Label 
MDE occ saiashvov cossarcecccmnicuspeh 1 No importance ......cccccssoees-- 25 
* Significant importance ...... 46 
Price Differential in Relation . 
to General Market Importance of Retailer- 
SER Ao MO keener 2 Controlled Label by States 
MN ed adidas scsaastcnadstsantonbicconcs 57 scien hiceiiien : 
No differential ...................... 9 Geuaettios 0 1 
* eee 5 11 
Suse ef Steve Moving Pennsylvania .. 3 3 
Own Brand Products New Jersey ...... 2 3 
MOIOUNTIOTNE os cncccssiecsnnccsees 2 Texas ................. 4 0 
I rab each cscs tuascicedeist woke 61 Oregon ............ i 2 
eer 4 3 
as California ........ 1 2 
Retailer-Controlled Brand Michigan .......... 3 1 
Merchandise Supplied by EE 3 0 
Independent Dairy .............. 30 = North Carolina..11 0 
EE ED ascsisccscscccessssessces 51 Illinois _.............. 1 0 








into the hands of the retailer and 
the promotion of own brand mer- 
chandise. 


A realistic assessment of the re- 
tailer-controlled brand is extremely 
important as the volume of goods 
sold under these labels waxes. It 
is a mistake, I think, to consider 
production of a retailer's own brand 
by a manufacturer who has a brand 
of his own, an unfair trade prac- 
tice. Such an implication was sug- 
gested, at least, in the Denver 
hearings. If the supplier is selling 
the merchandise to the retailer at 
a price below cost, the large vol- 
umes must inevitably set a rate of 
loss that cannot be sustained for 
very long. Secondly, if retailer- 
controlled brands are bad for an 
industry they are even worse for 
the manufacturer because he is 
directly involved in creating his 
own competition. Eventually he 
will be hurt worse than anyone 
else by engaging in the destruction 
of his own brand. There is no ques- 
tion but what retailer-controlled 
brands will present formidable 
competition to manufacturer’s 
brands. Mr. Weiss believes that 
we are rapidly approaching the 
time when most of the merchandise 
distributed in the United States 
will be on the basis of known 
brands, either manufacturer’s or 
retailer-controlled. The question is 
not so much whether or not brand 
names will predominate but rather 
whose brand name will predomi- 
nate. 


One of his most illuminating 
observations holds that, “All costs 
involved in marketing manufactur- 
ers brands must be rechecked. The 
manufacturer's brand cannot con- 
tinue indefinitely to bear a higher 
price tag than the identical item 
made under a distributor-controlled 
label.” 


Although the milk business is 
more local in character than many 
other segments of the food indus- 
try, the private label, when applied 
to milk, brings with it the same 
basic problems. The fact that in 
57 instances out of 59 reported the 
private label carried a lower price 
than milk sold under the proc- 
essor’s brand is in accord with 
the general pattern. There is little 
evidence to show that the price to 
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the store is lower than the price 
for milk carrying the processor’s 
brand. However, it is difficult to 
believe that such a condition does 
not prevail when so large a per- 
centage of the stores sell their con- 
trolled label milk below the pre- 
vailing price. In the Denver case, 
testimony elicited the fact that the 
private label milk was in fact sold 
at a price lower than the firm’s 
own brand price. 

Some milk distributors have re- 
fused to handle any private label 
business. One company, operating 
in North Carolina, where our sur- 
vey showed the heaviest concen- 
tration of private label activity, 
was offered an extensive piece of 
private label business but refused 
it when the negotiations got down 
to price. Commenting on the affair, 
one of the principals observed, “We 
are making money without the 
private label business. I am not 
so sure that we would be if we 
had taken it on at the price that 
was specified.” The difficulty is 
that somebody did take on the 
business at the price specified with 
the result that milk is being sold 
in the market at a price that seems 
to defy economic logic. 


The future appears to shape up 
something like this. There is every 
reason to believe that chain gro- 
cery stores, either corporate such 
as A & P or voluntary such as 
I.G.A., will continue to acquire a 
greater share of the total food mar- 
ket. As they grow, their interest 
in their own controlled brands will 
increase. This interest will doubt- 
less extend to milk as our survey 
indicates already is a fact in many 
markets. Translating interest into 
reality will depend on many con- 
siderations, all of which add up to 
profit either from milk or as a result 
of milk. There appear to be six 
courses open to a store. It can carry 
no milk at all. It can carry milk 
under a processor's brand but no 
milk under its own brand. It can 
carry the processor’s brand and it 
can carry its own brand put up by 
the processor. It can carry only its 
own brand put up by a processor. 
It can carry a processor’s brand and 
it can carry its own brand put up 
in its own plant. It can carry only 
its own brand put up by its own 
plant. 
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Which of these courses the store 
chooses to pursue will depend upon 
the price at which it can get the 
milk into its cabinets, the price it 
can charge competitively for each 
brand, and the extent to which it 
assigns other values such as traffic 
building, prestige, to the product. 


It is difficult to believe that there 
will not be a supply of milk avail- 
able packaged by a milk company 
under the store’s own label in any 
market in the United States when- 
ever a store puts the business up 
for grabs. However, assuming that 
such a supply were not available, 
the tendency of some stores to set 
up their own plants (Safeway on 
the West Coast, Stop ’n Shop in 
New England, Grocer’s Dairy in 
Michigan) would, presumably, be 
stepped up. Individual or collective 
refusal to supply milk under a 
store’s own label does not hold 
much promise as a deterrent to 
controlled-brand milk. Legislation 
is an equally frail defense. 


What, then, can be done? 


Selling Home Delivery 


The answer, if it is an answer, 
is not simple. The first possibility 
is in home delivery. Methods of 
retail home delivery distribution 
should be scrutinized to the end 
that price plus service are com- 
petitive with store values. Quantity 
discounts are a move in this direc- 
tion. However, more can be done 
to build up loads to a point where 
maximum efficiency is realized. 
More can be done to sell the value 
of delivery service. 

A second possibility is a review 
of present plant operations together 
with wholesale pricing and service 
practices. Akron, Ohio is the best 
example with which we are fa- 
miliar of what can be done in this 
area when the alternative is ob- 
livion. It is doubtful that any pri- 
vate label milk anywhere will ever 
surpass the formidable competition 
afforded by the Lawson Milk Com- 
pany’s controlled-brand milk sold 
through their own stores. Other 
milk companies in the market were 
forced to effect economies and de- 
velop efficiencies that “. . . we did 
not think were possible until we 
achieved them.” 


Finally, through quality, adver- 


tising and price, processor’s brands 
must be made more attractive to 
the store than milk under their own 
brand. It must be remembered that 
store-controlled brands are not a 
one-way street. Richard G. Zimmer- 
man, publisher of Supermarket 
Merchandising, said in a speech 
before the New York Chapter of 
the American Marketing Associa- 
tion. “. . . when we asked the 100 
companies who carry at least a 
limited inventory of private brands 
what they did not like about them, 
here were their tabulated replies: 
No advertising allowances—43%; 
must carry heavy inventory—41%; 
customers prefer advertising brands 
— 27%; private labels duplicate pres- 
ent lines—27%; advertising costs too 
high—26%; don’t meet turnover re- 
quirements — 15%.” 


Perhaps the best advice comes 
from J. Sidney Johnson, a market- 
ing counsel who spent his business 
life with Nabisco. Says Mr. John- 
son, “. . . A food manufacturer's 
day-to-day sales success still de- 
pends upon his ability to accom- 
plish one simple basic thing: show 
the distributors (the stores) that 
they can make more money selling 
his brand than with competitive 
items.” 

Private label milk or, more 
correctly, retailer-controlled brand 
milk, will probably become an 
increasingly important competitive 
factor in the milk business during 
the next decade. However, as a 
long term proposition it must in- 
evitably stand or fall on its eco- 
nomic merits. If it is possible to 
process, package and distribute 
milk under the retailer’s brand at 
a cost lower than it can be done 
under the milk company’s own 
label, then the retailer-controlled 
brand will eventually acquire a 
lion’s share of the milk business. 
If it is not, and this is where skilled 
management comes in, then it will 
be a temporary phenomenon, diffi- 
cult perhaps, but still only tem 
porary. The milk processor who 
wishes to preserve the integrity of 
his own brand must offer a better 
value than is offered by the retailer- 
controlled brand. It is as simple as 
that, simple like getting a man to 
the moon and back again. Never- 
theless, we believe that it can be 
done. 


37 





38 


From the Portuguese Azores 


to the island of Oahu 


They All Say Milk 


By RALPH C. CHARBENEAU 


the filming of “Op- 


eration Worldwide,” we had an 
unprecedented opportunity to view 
first hand a number of interesting 
dairy operations in widely scattered 
places around the world. 


Comparing these dairy opera- 
tions with our own familiar Ameri- 
can techniques was an enlightening 
experience. Many of the dairies we 
visited were as modern as anything 
here in the United States, while 
others operate under almost un- 
believable hardships. We were not 
long finding out just how differ- 
ently things are in other lands. 

We took off from McGuire Air 
Force Base, N. J., on April 29. After 
a refueling stop at Newfoundland 
we made the long over-water flight 
to the Portuguese Azores, an im- 
portant trans-oceanic way station. 


It was here that we received our 





First stop on the journey was 
the Portuguese Azores. U.S. 
Air Force veterinarians man- 
age this dairy. Main problem 
is raw supply, most of it un- 
fit for consumption by U.S. 
standards. 





first impression of how peoples of 
other lands operate their dairy busi- 
nesses. 


In the Azores, if a man has a 
cow, he is well to do. If he has 
a healthy cow, he sells her milk to 
the dairy located near the joint 
U. S.-Portuguese NATO air base, 
LaJes Field. 

This dairy is managed by the 
USAF veterinary corps. To Air 
Force veterinarians, running a dairy 





in the Azores is a combination of 
scientific testing, education and 
debate. They tell it this way: “Four 
out of five cans of milk brought 
to our dairy are unfit for human 
consumption by U. S. standards. 
But the Azoreans don’t understand 
this. We try to educate them on 
what we want. 

“There is so much disease among 
the cattle population of this island 
that we have to test everything that 


Author Ralph Charbeneau, Pure-Pak Division, Ex-Cell-O Cor- 
poration, outside the CEX Dairy at Clark Field in the Philip- 
pines. Most of this dairy’s production goes to commissaries 
and mess halls, although they do maintain three home de- 


Pig 


livery routes servicing 2,000 families. 


American Milk Review 
























































Japanese plant worker loads 
case at the Foremost plant in 
Yokohama. Expansion into 
civilian markets is planned 
within the next few years. 


comes into the dairy. We just can’t 
take a chance.” Even if the cow is 
not diseased, frequently the milk 
will be fouled by the farmer, his 
children or even bossy herself. 


After they have sorted out the 
good from the bad, the milk is 
still no bargain, as the butterfat 
content constantly hovers around 
a figure that would be most un- 
acceptable to American dairy op- 
erators. 


At the Rhein Main Air Force 
Base, near Frankfurt, Germany, we 
found a different situation. Rhein- 
Main is one of the biggest and 
busiest air fields in Europe. There 
is a civilian as well as a military 
terminal at the field and daily, 
thousands of passengers pass 
through their gates. 


During the Berlin Blockade of 
1948, Rhein-Main was the western 
terminus for the Berlin Air Lift. 
Thousands of tons of fresh dairy 
products were airlifted out of this 
field bound for Berlin during those 
dark days. 


Food service, as you can imag- 
ine, is a huge problem at Rhein- 
Main. Much of the milk for the 
base is shipped down from Den- 
mark everyday, pure, sweet and 


cold. 


We visited Denmark, and the 
Tyrstrup Andelsmejeri Dairy, a co- 
operative with 400 members. The 
Tyrstrup Cooperative is located in 
the beautiful, rolling countryside 
at Christiansfeld, near Haderslev. 
Like the nation itself, the dairy is 
prosperous, neat and clean. I. S. 
Neilsen, manager of the dairy, has 
none of the problems that Azorean 
dairymen face. Scientific farming 
has caught on in Denmark, so their 
major problem is distribution of 
their 450,000 quarts of milk to the 
U. S. and NATO forces in Ger- 
many. 


This problem is handled in fast, 
refrigerated trucks. These trucks 
roar down into Germany, less than 
100 miles away, during the early 


February, 1960 






morning hours with loads of fresh 
milk bound for U. S. servicemen 
and their dependents. 


After leaving Christiansfeld, we 
took a quick side trip to Amster- 
dam, Netherlands, for a tour of 
the Sterovita dairy operations, 
Europe's biggest paper carton in- 
stallation. Sterovita produces 800,- 
000 quarts of milk a week and 
200,000 units of by-products. 


Export to NATO 


The bulk of their milk, like that 
of the Tyrstrup Cooperative’s, goes 
to the NATO forces in Europe. 
Frankfurt, Weisbaden, Verdun, 
Nancy and Chateauroux are major 
supply depots for their milk. Still 
other quantities of Sterovita’s pro- 
duction from re-combining plants 
in North Africa go to our bases at 
Tripoli and Casablanca. 


Gerald Schoten, Sterovita’s vice- 
president, was particularly pleased 
when we were there because the 
Army, who contracts for Sterovita’s 
production, had just increased the 
daily milk ration for service per- 
sonnel and their dependents to 32 
ounces from 16 ounces. 


In spite of a per capita milk 
consumption 50 per cent higher 
than ours, the Dutch have great 
surpluses of fresh milk which al- 
lows them to export so much of 
their supply to the NATO troops. 
They are unquestionably one of the 
world’s great dairy nations. 


At Izmir, Turkey, we came across 
one of the far flung outposts of the 
operation known as the “World’s 
Longest Milk Route.” This, of 


course, was the Izmir plant of 
International Dairy Engineering, a 
division of Foremost Dairies. 


The dairy is located in a three- 
story building, one of the tallest in 
town. Thomas Whitmer, of Can 
ton, O., was plant manager. He, 
too, was faced with unusual prob- 
lems, problems that would test the 
skill and patience of the most ex- 
perienced dairy manager. 


International Dairy operates the 
Izmir dairy under contract to the 
U. S. Air Force. Their entire sup- 
ply of re-combined milk is sent to 
American troops stationed through 
out Turkey. This milk is distributed 
to troop facilities or sold 
through the commissary. In addi- 
tion to their regular dairy produc- 
tion, the Izmir plant packages 
another 2,000 quarts of pure drink- 
ing water a month. This precious 
commodity sells for six cents a 
quart in the commissaries. Native 
water supplies are deemed unfit 
for consumption by Americans, but 
the Turks seem to thrive on it. 


mess 


From Izmir, we flew to Athens, 
Greece, headquarters of Interna- 
tional Dairy Engineering’s Mediter 
ranean area, consisting of dairy 
plants in Rota, Spain; Athens, Izmir 
and Ankara, Turkey. The dairy at 
Ankara supplies all of the milk for 
the huge American Strategic Ait 
Command base located there. 


Our hosts in Athens were Harold 
Hansen, area manager, and Paul 
W. Withington, branch manager. 
Their production of milk and by- 
products is all absorbed by JUS- 
MAG (Joint United States Military 
Aid to Greece) personnel. 
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Things admittedly get a little 
“sticky” when the Navy hits town 
and wants thousands of quarts of 
milk a day, but according to Hen- 
sen, by operating their machines 
up to 22 hours a day, they always 
meet their quota. 


Operation Worldwide left Eu- 
rope at this point and headed for 
the Far East. We touched down 
briefly at Cairo, Egypt, the British 
Protectorate of Aden; Karachi, Pak- 
istan; Ceylon; Bankok, Thailand, 
site of another Foremost diary; and 
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The motion picture crew for 
“Operation Worldwide” sets 
up for an interior shot at 
Foremost Dairy in Honolulu. 


Saigon, Viet Nam, before arriving 
at Clark Air Force Base in the 
Philippines. 


At Clark Field, we visited the 
15th Air Force Central Exchange 
Dairy. This was something of a 
departure from what we were be- 
coming used to. The CEX dairy 
was operated entirely by the Air 
Force Exchange Service under the 
direction of Jerry Hoag. This again, 
was a rather unique dairy opera- 
tion. 


Most of their production goes 
to commissaries and mess halls, but 
the CEX Dairy also services some 
2,000 families through three home 


delivery routes. Hoag admits that, 
like the Izmir dairy, he “occasion- 
ally has to push the panic button 
when the fleet’s in.” For the CEX 
Dairy this means an additional 
4,800 quarts of milk a day just to 
service, for example, the aircraft 
carrier Ranger. 


In Taiwan (Formosa) we were 
back in Foremost country. The Far 
East division of their overseas op- 
eration is known as International 
Dairy Supply. The International 
plant in Taipei is a beautiful, new 
building operated by International 
Dairy for a corporation composed 
of themselves and a group of well 
to do Chinese businessmen. Again 
we found a case where most of 
their production is presently ab- 
sorbed by the military. The Taipei 
dairy, however, is beginning to ex- 
pand into the local economy. They 
are moving slowly, selling mostly 
powdered milk and canned milk, 
but W. F. Axelgard, operating 
manager, and Dr. W. F. Liu, gen- 
eral manager, hope to be selling 
a full line of products soon. 


On to Okinawa 


From Taiwan, to Okinawa. The 
Naha Dairy in Okinawa, is another 
International Dairy operation. The 
54,000 square foot, modern build- 
ing, is as up to date as anything in 
the United States. Their array of 
dairy equipment is the largest we 
had seen in the East. 


For service families, milk is sold 
through the commissary. Surpris- 
ingly, there are quite a few Ameri- 
cans on Okinawa who have no 
connection with the military; they 
buy their milk at higher prices 
through the local economy. Most 
of these people are former service- 
men who returned to the island 
after separation from service. Al- 
most all of them have flourishing 
businesses. 


The Naha Dairy stores its pal- 
letized carton blanks in a tempera- 
ture and humidity controlled room. 
This is a staging process before 
they are put into production. They 
keep an inventory of 2,000,000 
carton blanks on hand. One of the 
special problems faced by John 
Oblender, branch manager, and 
Tom Elliott, production manager, 
is a rainfall of 125 to 150 inches 


a year. This accounts for the above 
precautions and the specially air- 
filtered processing room. The pre- 
cautions pay off, however; they 
only get about 10 cartons returned 
each day. 

The quartermaster milk depot in 
Seoul, Korea, is the largest dairy in 
the Far East and it operates under 
unbelievably difficult circum- 
stances. The dairy is in a jerry- 
built, conglomeration of quonset 
huts and tar paper shacks. It is 
located on a road that is all but 
impassable a good portion of the 
year. Keeping a full time reliable 
crew on duty is another major 
trouble spot. The army owns the 
Dairy 


business but International 


runs it for them. 


Production figures are of course 
secret, but they can and have op- 
erated their machines around the 
clock to meet unexpected demands 
by the military. According to Her- 
bert F. Bode, local manager, the 
army handles distribution of milk 
and dairy products. Huge army 
trucks, the familiar olive drab six 
by sixes, roll into the loading dock 
every morning to carry off the day’s 
production to widely scattered en- 
campments. 


Yokohama, Japan, is the Far 
East headquarters of International 
Dairy Supply. Until the govern- 
ment started pulling our troops out 
of Japan, the Yokohama Dairy was 
far and away the biggest dairy 
operation in that part of the world. 


Top executive officers for Fore- 
most in the Far East are Charles 
F. Loveland, assistant controller 
and Albert L. Adams, production 
manager. The Yokohama plant man- 
agers have ambitious plans. Love- 
land and Adams hope to expand 
into civilian within the 
next few years. 


markets 


International Dairy Supply Co. 
of Guam is getting a good foothold 
on the civilian market. Although 
they are contractors for the Air 
Force, 20 per cent of their weekly 
production goes to the local civilian 
market. 


To date, Don Pflueger, plant 
manager and Dick Spilman, sales 
manager, have avoided home de- 
liveries. However, they have 160 
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Incentive Plan for Retail Routemen 


/ \ PRACTICAL incentive plan 


for retail route salesmen that is both 
workable and effective has beer 
developed by Raymond Allard, 
vice-president in charge of retail 
sales at Reiter and Harter Dairy, 
Akron, Ohio. The program has pro- 
duced remarkable results, 
especially remarkable because they 
have been achieved in a market 
where the gallon jug, cash-and- 
carry-store method of distribution 
has dominated the milk business for 


some 


twenty years. 


Before considering the incentive 
plan in detail, it must be pointed 
out that while the success that 
Reiter and Harter has enjoyed with 
retail has been due in no small 
part to the incentive plan, it has 
not been due to the plan alone. Be- 
hind the incentive plan is the basic 
belief that “there is a place in 
the milk business for retail home 
delivery.” 

“Tt makes a great deal of differ- 
ence how management feels about 
retail,” Mr. Allard says. “If man- 
agement believes in retail, if man- 
agement is willing to appropriate 
money to promote retail, then it is 
possible to develop a program that 
will work. Some of the things that 
are necessary are discount sched- 
ules that allow retail to compete 
with the stores, incentive programs, 
the development of a ‘salesminded- 
ness among routemen, a line of 
merchandise that meets the cus- 
tomer’s requirements and a sound 
method of personnel selection so 
that a corps of good salesmen can 
be created. Where management 
has given up on retail, it is prac- 
tically impossible to develop, even 
with the most elaborate incentive 
programs, the enthusiasm necessary 
to a successful retail sales program.” 


The incentive plan developed by 
Mr. Allard is essentially a bonus 
plan for new business. Its distin- 
guishing features are the amount of 
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the bonus, the premium it places 
on business held long enough to be 
considered established, and its ad- 
ditional incentive for splitting a 
route. 


The bonus is paid on the basis 
of points of business. Point money 
is paid as follows: 40 cents per 
every-other-day point that a route- 
man’s base is raised for the first 
month, plus 50 cents per point for 
the second succeeding month, plus 
60 cents per point for the third 
succeeding month, and a dollar per 
point for the fourth succeeding 
month. The longer the business is 
held the more valuable it becomes 
to the routeman. Business that he 
gets in January for which he is paid 
40 cents per every-other-day point 
at the end of the month is worth 
a dollar a point to him at the end 
of April. At that point bonus pay- 
ments for January new business 
stop. 


Plan in Operation 


A route 
salesman starts the month of Janu- 
ary with a base of 500 points. At 
the end of January, his sales have 
increased to 520. He would be 
paid 40 cents each for the 20 
points, which would be a total of 
$8.00. His new base then would 
be 520. 


Here is an example. 


At the end of February, his route 
is averaging 540. He would then 
receive 50 cents each for the 20 
points of January business, which 
would be $10.00, plus $8.00 for 
his increase in February. His new 
base is then 540. 

At the end of March, his route 
is averaging 560. He would then 
receive 60 cents per point or $14.40 
for his January increase, plus 50 
cents per point for February, which 
would be $10.00, plus 40 cents per 
point for his March increase or 
$8.00, for a total of $32.00. His 
new base is then 560. 


At the end of April, his sales 
have increased to 580. At this 
point, his original 20 points for 
January are worth $1.00 per point 
or a total of $20.00; his February 
new business is worth 60 cents per 
point or a total of $14.40; the new 
sales he obtained in March would 
be worth 50 cents or a total of 
$10.00 and his April sales increase 
is worth 40 cents per point or 
$8.00, for a total bonus of $52.00 
at the end of April. 


Any month he would fail to in 
crease his route sales over base, he 
would not receive a bonus and the 
plan would start all over again the 
first month he showed an increase. 


In order for point money to be 
realized by the routeman his col 
lection record must not be less 
than the cumulative schedule that 
follows: 


October 99.0% April 99.5% 
November 99.1% May 99.6% 
December . 99.2% June 99.7% 
January 99.3% July 99.8% 
February 99.3% August 99.8% 
March 99.4% September 99.8% 


Additional provisions of the plan 
involve bookkeeping. Mr. Allard 
says, “We also ask that each man 
do a good job of route bookkeeping. 
A routeman must balance within 
$10 each month in order to receive 
100 per cent of his bonus money. 
A routeman balancing $10 to $20 
over or short will receive only 90 
per cent of his bonus money. A 
routeman balancing $20 to $30 
over or short will receive only 80 
per cent of his bonus money. Any 
routeman who balances more than 
$30 over or short will have all his 
bonus money cancelled for that 
current month.” 

Mr. Allard goes on to point out 
that under the rules of the plan, 
“It is understood that the dairy 
will accept as points only sales to 
‘desirable’ retail customers and that 
we reserve the right to reject any 
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The success or failure of a new dairy item is 
ultimately decided by the taste preference 
of the consumer. Taste test surveys can 
determine a product’s potential 

before it is introduced on the market. 


Taste Tasting a New Product 


| HE NEED for consumer taste 


testing of new packaged dairy 
products becomes apparent when 
one considers the high costs asso- 
ciated with placing a new item on 
the market. Possible crew opera- 
tion, display allowances, consumer 
price inducements, advertising ex- 
posure, returns, inventory invest- 
ment, etc., all create expenses of 
some consequence. The consumer 
taste test survey is a method de- 


signed to determine in advance 


WICH PROTEIN 


NOM -FAT 
OR’ 


Y MILK 





Instant dry milk represents 
a type of product admir- 
ably suited for consumer 
taste test surveys. 


The products shown at 
right are being demon- 
strated. This should not be 
confused with taste testing 
which takes place before 
the product is put on the 
market. 


By WAYNE P. HANSEN 


whether or not a product is “right,” 
whether or not it has a sales poten- 
tial, whether or not it will meet 
with genuine acceptance and re- 
peat buying activity once it is intro- 
duced on the market. 


This article is being presented in 
order to take some of the mystery 
out of consumer taste preference 
tests. That needless expense may 
be avoided if a dairy item proves 
to be a dud when actual consumer 
opinions are sought prior to market 
introduction is rather obvious. 


The extent of consumer testing 
that is necessary in order to get a 
reasonable indication of market re- 
action to a product depends upon 
what the company making the 
product is seeking. Is it a matter 
of improving an existing product 
or is it the introduction of a new 
product? When a change in the 
source of ingredients is being con- 
sidered the ingredients involved 





can be taste-tested in the fin- 
ished product not only by plant 
technicians but also among 200 
households in the company’s major 
market area. If a brand is being re- 
formulated or a new brand is being 
considered, a larger and more 
representative sample of consumer 
tastes should be sought. The fickle, 
unsophisticated preferences of con- 
sumers who buy a specialty dairy 
product determine whether it actu- 
ally stays on the market. 


The paired comparison testing 
successful 
method of conducting taste tests. 
In this method a test sample and 
a control sample are used. The 
control sample may be an existing 
competitive brand or one the dairy 


technique is a very 


now has in the line. In either case 
it should not be too difficult to 
measure the present market per- 
formance of the control sample. 
This will help in evaluating the 
potential of the test sample since 
the control will be used as a bench- 
mark or standard in interpreting 
responses to the test product. 


Packaged dairy products need 
not be left in the home unless some 
cooking preparation is necessary 
for their serving. In the majority 
of cases this will not be the case. 
The interviewer will simply ask the 
respondent for an evaluation of the 
two samples as described below. 
Naturally, if the product is left in 
the home for a use test, the cost 
of the survey will materially rise. 
Actual usage under home condi- 
tions does, however, add a great 
deal of value to the testing of any 
packaged dairy product. 
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The test and control samples 
should be packaged in unmarked 
containers, except for the inclusion 
of code numbers such as “00531; 
35100” for identification purposes. 
Note that these numbers assigned 
to either one of the samples are 
of such a nature as to make any 
respondent bias that may result 
from favoring one sample over 
the other merely because of its 
identification number of 
consequence. 


small 


The test and control samples 
should be aged to represent normal 
shelf life. If the dairy is measuring 
the acceptance of products with 
varying shelf ages, then the test 
and control samples should be ex- 
actly the same product with only an 
age variation being a differentiating 
characteristic. 


Number of Variables 


The number of product variables 
should be kept to a minimum. 
Shapes of the two samples, if in 
solid or semi-solid form, should be 
made identical. Color must also be 
uniform, unless that variable is the 
one being measured. Any other 
product characteristics that can be 
held constant without impairing 
the actual variables being measured 
will be of considerable help in 
ascertaining whether the chief dif- 
ferentiating feature separating the 
control from the test product is of 
significance to customers. 


Only those consumers who use 
the dairy product in any quantity 
should be approached. These are 
the people who represent the big- 
gest market for the product. They 
are the ones who have possibly de- 
veloped a more discriminating taste 
and will, therefore, be more critical 
of any change in product formula- 
tion or the introduction of a new 
brand on the market. When house- 
holds are selected for surveying 
on a regional or national basis, 
such testing should only be con- 
ducted in those markets where 
there is current distribution and 
possibly in areas where distribution 
is contemplated. 

The selection of the people to be 
sampled or 
important. 


tested is extremely 
Not only will the cor- 
rectness of the sample group deter- 
mine the accuracy of the results but 
it will also have a direct bearing on 
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FIGURE 1: 


RATING CARD FOR RECORDING 


RESPONDENT’S DEGREE OF LIKE OR DISLIKE 





Please rate the taste of this sample on the scale below: 


Sample #00531 
——Like extremely 
—Like very much 
——Like moderately 
—Like a little 


Neither like nor dislike 








Dislike a little 





Dislike moderately 





Dislike very much 





Dislike extremely 


Sample #35100 


——lLike extremely (9) 
——tike very much (8) 
——tike moderately (7) 
——tLike a little (6) 
——Neither like nor dislike (5) 
——Dislike a little (4) 
——Dislike moderately (3) 
——Dislike very much (2) 
——Dislike extremely (1) 





the cost of the program. It can 
mean the difference between travel- 
ing a mile to make ten calls and 
traveling ten miles to make ten 
calls. 


Two general types of selecting 
population groups are used. One 
is called random sampling, the 
other is called cluster sampling. In 
random sampling, individuals or 
households are picked in a random 
manner. A lottery drum may be 
used to select a set number of re- 
spondents from a telephone direc- 
tory, for example. All telephone 
subscribers are assigned a lottery 
number. When a number is picked 
after a turn of the lottery wheel, 
that number designates a_ sub- 
scriber who will be interviewed. 


Cluster Method 

Cluster sampling is less expen- 
sive than random sampling because 
interviewers do not have to take 
the time and incur the consequent 
expense involved in calling upon 
widely scattered households. 


The cluster method involves the 
selection of areas within a market. 
The people within this area con- 
stitute the sample. A good area is 
what is known as a U. S. Census 
tract. Such a tract may be a ward 
or district within a city which the 
U. S. Bureau of the Census uses for 
administrative purposes when the 
census is taken. Census tracts can 
be selected in the same manner 
used to select households under the 
random technique. 


For Norris Write Neo. 42b-42¢ on 


The proportion of the dairy firm’s 
total sales originating from any 
market will determine the number 
of clusters (U. S. census tracts) that 
will be sampled there. Thus, if 
one-third of its business originates 
in Chicago, the dairy will select 
one-third of its sample from the 
U. S. census tracts (clusters) in the 
Chicago market. 


Once the population sample has 
been selected the actual interview- 
ing begins. There are three basic 
questions that are asked. The first 
is rating of each sample according 
to the degree of like or dislike that 
each provokes. The second is a 
direct query of preference. The 
third is why the choice is what it is. 


The first question of degree of 
like or dislike is most effectively 
handled when a card containing a 
rating scale is used. An example 
of this is shown in Figure 1. This 
scaler rating is not meant to be a 
direct comparison of the test sam- 
ple with the control sample. This 
is simply a method of recording the 
opinion of the respondent on each 
of the two sample products. 


The sample code numbers are 
rotated as to their proximity to the 
margin so that no bias will result 
from a sample’s being listed first. 
After the first sample is rated, that 
rating is covered by the interviewer 
as the second sample comes up for 
judgment. Samples are also rotated 
as to their initial use. This is to 
prevent any lingering taste of the 
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these Norris Dispensers will i 


increase milk 

































NORRIS HOME DISPENSER 
with special Norris stand. Self- 





" contained, refrigerated. Plugs 
: into any 110 volt A.C. 
outlet. Holds two 3-gallon 


cans—12 to 24 quarts. 
Automatically keeps milk at 
constant 35°F. Compartment 
for cream, butter and other 
refrigerated products. An extra 
F refrigerator. Fits on counter top, 
a on stand, or can be wall mounted. 








NORRIS N-10 SUPER 
with stainless steel refriger- 
ated storage stand which 
holds two 5-gallon cans in re- 
serve. Dispenser holds two 
5-gallon cans, serves 160 
eight ounce glasses of milk. 
Stainless steel construction. 
Adjustable temperature con- 
trol. Height 3954”, Width 27”, 
Depth 177%”. Super series also 
includes N-5 holding one 5- 
gallon can 16” wide, and N-15 
holding three 5-gallon cans 
3714” wide. Refrigerated 
stand also available for N-15. 
Stores three 5-gallon cans. 
Cream dispenser in the door 
available on N-10. 





coy 
eating placed 
NORRIS . 4 
MANHATTAN SERIES a 
Same capacities and dimen- . 
sions as Super series. Has 
temperature indicator and 
one-piece valves. Meets 3A 
Sanitary Standards. 








volume! 





NORRIS REFRIGERATED DISPLAY DISPENSER 
Brilliantly illuminated. Displays and protects desserts 
without loss of space. Holds two 5-gallon cans of milk. 
Sliding glass doors open to five 7” shelves. Stainless 
steel construction. Adjustable temperature control. 
Height 40%”, width 277%”, depth 2114’. 


NORRIS MILK VENDER 


The only completely automatic carton milk vender on the market. 
Coin operated. No buttons to push, no levers to pull! Simplest and 
easiest to maintain, with only three moving parts per rack. Three 
drink selections with coin return. Light indicates when selection 
is sold out. Standard coin mechanism accepts nickels, dimes and 
quarters, giving change in nickels. Other coinages are available. Extra 
large capacity. Holds 210 half pints or third quarts, or 162 full 
pints. Height 7814”, width 31”, depth 2814”. 
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first sample distorting the taste of 
the second. Interviewees are asked 
to furnish a glass of water so that 
it can be drunk after the first sam- 
ple is tasted in order that aftertaste 
san be held to a minimum. 


The categories shown in Figure 1 
are weighted from nine to one start- 
ing from the top and working down 
to “Dislike extremely.” The total 
number of responses ascribed to 
each category are multiplied by its 
particular weighing. A “first mo- 
ment” arithmetic mean of each 
sample’s total responses is calcu- 
lated next. Each is inserted in the 
“standard error of the difference” 
formula which is then evaluated to 
determine if any statistically sig- 
nificant difference exists through 
use of the conventional “T” test. A 
“first moment” arithmetic mean is 
simply an arithmetic average of 
each sample’s frequency distribu- 
tion. A frequency distribution is 
the scatter on a graph of all the 
weighted responses for the nine 
rankings from “Like extremely” to 
“Dislike extremely.” The above sta- 
tistical language describes arithme- 
tic processes which are employed to 
make sure that the differences of 
opinion concerning the accepta- 
bility of the test sample and the 
control sample are great enough to 
validate any observed difference. 


Respondents are next asked to 
state why they rated each sample 
as they did. This questioning 
should reveal first impressions of 
each dairy sample which are most 
important since no prior basis for 
such interpretive judgment exists. 


Paired Comparisons 

The test and control dairy sam- 
ples are next matched against one 
another when respondents are 
asked: 

“Which of the two dairy 
samples which you have just 
tasted do you most prefer?” 


The results of this paired com- 
parison are checked to determine 
if any significant statistical differ- 
ence exists between the choices for 
each sample. The findings of this 
test should agree materially with 
the over-all results of the scaler 
rating procedure just described. If 
they do not, then the survey find- 
ings are unusually close or the sur- 
vey was improperly conducted. 


The findings of the scaler rating 
test which measures the degree of 
“Like” and “Dislike” for each dairy 
specialty sample can disagree with 
the “most preferred” sample results 
if interviewers improperly phrase 
the sample ranking procedure. 
Tasters may then make mistakes 
in their evaluations since the first 
sample tested and judged is a new 
experience. The second sample so 
measured profits from experience 
gained with the first sample. This 
consequence develops when one of 
the samples is consistently tested 
first instead of being rotated. In- 
terviewers may be careless in the 
way they edit obscure answers 
checked on the rating form. 
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The statistical procedures used 
to evaluate answers given in the 
“Like”-“Dislike” test and the “Most 
preferred” test are somewhat dif- 
ferent. In the first test we are 
dealing with a scale containing 
nine categorics. Respondents may 
choose any one of the nine rankings 
for each dairy specialty sample. 
In the “Most preferred” test, tasters 
have only one choice of both sam- 
ples. Thus, statistically if no sig- 
nificant difference is found in one 
section of the questioning, an im- 
portant difference may occur in the 
other. This is especially true here 
since somewhat different, but reli- 
able arithmetic processes are used 
to evaluate any close differences. 


Respondents are next asked why 
they prefer one packaged dairy 
sample over the other. This direct 
evaluation relieves the tester of re- 
stricting his or her opinion to one 
sample at a time, since indirect 
comparisons may be subconsciously 
made, anyhow. 


To further evaluate over-all taste 
preference findings of the control 
and test dairy specialty samples 
classification, questions are asked 
respondents. They are told that 


their answers to these questions will 
merely be used as a benchmark in 
assaying taste preference character- 
istics of various population groups 
and will not be analyzed on an in- 
dividual respondent basis. 


Usual questions are approximate 
age and income, social level, family 
composition, marital status, occu- 
pation of family head, etc. Re- 
spondents are queried as to the 
extent of other dairy product usage. 
This would encompass product 
types and brand selection, form in 
which served, quantities consumed, 
sizes purchased, etc. When the 
survey sample size is small the 
dairy product processor should use 
any findings of sub-samples_ ex- 
tracted from total survey results 
with care. 


Consumer taste preference sur- 
veys of the type just described may 
be used to evaluate ice cream, cot- 
tage cheese, milk products, bottled 
and packaged luncheon cheeses, 
whipped cream in pressurized cans, 
etc. Test and control samples must 
of necessity be stored under some 
type of refrigeration until pre- 
sented to the homemaker. Insu- 
lated bags perform a great service 
in maintaining proper temperature 
conditions. Most consumer taste 
preference tests have to be con- 
fined to the cooler months of the 
year. 

In-Store Testing 

Because of the refrigeration 
problem, a number of the larger 
dairy firms conduct such studies in 
the larger grocery outlets where 
packaged dairy products can be 
properly stored. This type of ap- 
proach is especially valuable when 
time limitations and a restricted 
budget require that dairy product 
users in large numbers be near at 
hand. 


Some store taste preference tests 
choose respondents from those con- 
sumers who first pick up the prod- 
uct in question from a display and 
place it in their shopping cart. The 
regular test procedure as previously 
described is then administered. If 
the stores used in the test are 
selected on a cluster sampling basis, 
respondent selection from actual 
purchasers should insure a fairly 
representative cross-section of such 
packaged dairy product users. 
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pasteurizer in-place with 


half the material, fewer operations 


Performance of cleaning material greatly 
affects cost of cleaning. 

For example, in switching to Oakite for 
cleaning its HTST pasteurizer in-place, one 
dairy discovered a double barreled benefit. 
Plates were spotless, free of all residue after 
the day’s run, without need for disman- 
tling. In addition, the Oakite method also 
cut cleaner consumption by more than half 
...a saving of nine pounds of detergent and 
three quarts of milkstone remover daily. 

As a big PLUS—it eliminated two opera- 
tions in the cleaning cycle. And with Oakite 
method, acid milkstone remover is neutralized 
before dumping, thus eliminating attack on 
concrete and tiled floors. 


“Pluses” that help reduce cleaning costs 


in-plant service + technical experience + research + service 
laboratory + engineering laboratory + quality control + guar- 
anteed materials + helpful manuals + nationwide warehous- 


ing + service equipment 


Technical Service Representatives in Principal Cities of U. S$. and Canada 
Write No. 43 on Reader Service Card 
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The big PLUS in Oakite 

With every pound of Oakite cleaning mate- 
rials these big pluses help to cut your hidden 
cleaning costs. The personal, prompt help of 
the Oakite man, offering a Coordinated Sani- 
tation Program that cuts waste of materials 
and work in every aspect of dairy cleaning. 
He can show you time-saving mechanized 
cleaning equipment... in-place cleaning 
methods ... materials guaranteed to per- 
form...and much, much more. Ask the 
Oakite man to prove he can deliver low-cost 
end-results in your dairy. Or, send for Bulle- 
tin F-4096. Oakite Products, Inc., 30 Rector 
Street, New York 6, N. Y. 






OAKITE 
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rs’ leadership in industrial cleaning 
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Fig. 1 The Flex-o-Timer, for program- 
ing automated operations, available 
with one to 12 pneumatic and/or elec- 
trical functions. 


Photo courtesy Taylor Instrument Companies) 





Fig. 2 The “Electronik” program con- 
troller, recommended for batch proc- 
esses where identical cycles are fre- 
quently repeated. 


Photo courtesy Minneapolis-Honeywell Regulator Co 


Fig. 3 The Wizard process planner, de- 
signed to control automated cleaning-in- 
place and automated processing schedules. 


Program Controllers 


For Automation 


By R. F. HOLLAND and J. C. WHITE 


UTOMATIC programing of 
dairy plant operations is just be- 
ginning to receive the full attention 
that it deserves from the industry. 
One of the first functions to be 
completely automated has been 
pipeline cleaning. Gradually pumps, 
homogenizers, vats, and tanks are 
being added to the CIP systems. 
Automatic valves for both product 
and cleaning solution control are 
being added. This means that the 
entire clean-up of the plant can be 
automated and with the use of 
liquid cleaners the need for human 
service can be reduced to a bare 
minimum. 


The last step in the shift to com- 
plete automation is now not very 
great. It involves the programing 
of the flow of materials through 
the plant and the installation of 
panel board controls and weighing 
devices such as load cells and me- 
tering units. When such an installa- 


tion has been completed, the entire 





(Photo courtesy The Creamery Package Co.) 


plant can be operated from a panel 
board. 


The robot brain which makes 
automatic control of processing and 
cleaning steps possible is the pro- 
graming controller. The function 
of a controller is to cause something 
to happen at a given time. When 
a desired point of time is reached, 
the controller must send out a 
message, usually an electrical im- 
pulse, which, by means of a suit- 
able mechanism such as a solenoid 
valve, is transformed into mechani- 
cal action. The mechanical action 
may be the opening of a valve, 
the throwing of a switch, or the 
moving of a contact element that 
opens or closes a circuit. 


These machines are manufac- 
tured by several companies and 
can be designed to handle almost 
any sequence of operations. Where 
repetitious functions are involved, 
they will control composition, or 
timing of events with far greater 
accuracy than can be obtained 
manually. Thus they find extensive 
use in the manufacture of ice cream 
and frozen novelty mixes, in CIP 
operations, etc. 


The Taylor Instrument Com- 
panies offer two instruments that 
find wide use in automated opera- 
tions. One or both may be em- 
ployed depending on the complexity 
of the sequences. The Flex-o-Timer 
is available with one to 12 pneu- 
matic and/or electrical functions. 
The unit is versatile, simple to 
operate, and precise in handling 
the requirements of a timed pro- 
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Canco cartons save costly space, 
stack perfectly, please customers! 








Ask a grocer why he prefers Canco milk cartons and he’ll 
point out that these sturdy, flat-top containers stack easily 
for storage and display—save costly space in refrigerator 
cases. Grocers know the bright-white fibre body on Canco 
cartons stands out clearly, sparks extra sales. 


Ask your Canco representative to tell you more about these 
) preferred cartons and how they can boost your sales! 
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THE PREFERRED CARTON 
KNOWN BY 
THE FAMOUS CANCO OVAL 


New York + Chicago 


€> AMERICAN CAN COMPANY (iaeeenenenessen 
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gram process. It consists of a motor- 
driven time-measuring device and 
an independently driven step disc 
mechanism which controls the elec- 
trically or pneumatically operated 
functions. This makes possible di- 
rect time settings. 

The large time dial (Figure I) is 
equipped with a number of pro- 
gram trip pins, the number being 
the total of the “off” and “on” func- 
tions desired in a cycle. Each pin 
is positioned manually to the exact 
time at which a function is to be 


operated. These settings are dupli- 
cated in the step mechanism by 
means of latch trip pins set into 
corresponding notches. As a result, 
operators no longer need to make 
computations, always subject to 
error, in setting up cycles. Accurate 
programing applies to the total of 
12 functions. 


Time disc pins may be grouped 
in quadrants so that up to four 
different cleaning cycles may be 
performed by a single timer with- 
out time disc replacement. For ex- 





was here... 


... gone, but not forgotten, Stillicious dairy chocolate 
leaves its happy sensation that says ‘‘more.”’ 


When the bottle’s empty, it’s ‘“‘C’mon, Mom, let’s 


get more Stillicious now.”’ 


Supplying this steady demand makes extra profit for 
you. Talk to your Chocolate Products Man about it 


.. or write 


CHOCOLATE PRODUCTS COMPANY 
Specialists in CHOCOLATE for more than 35 years! 
417 West Scott St., Chicago 10, Illinois 

741 Kohler St., Los Angeles 21, California 
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ample, a single timer can be used 
for cleaning cold tanks, HTST’s 
and hot lines, cold lines, and proc- 
essing vats. Automatic indexing is 
available so that an operator can 
select, usually on an external selec- 
tor switch, the cleaning cycle he 
wants. He then depresses a start 
button which causes the time dial 
to drive at a high rate of speed 
to the beginning of the cycle se- 
lected and to start that cycle. Al- 
though originally designed for other 
industries with repetitious opera- 
tions, equipment of this type will 
find more applications in the dairy 
field as the need for labor con- 
servation increases and processes 
become less and less dependent 
upon human judgment. 


For very complex arrangements, 
the Flexo-Stepper can be combined 
with the Flex-o-Timer. This con- 
troller has up to eight or 16 addi- 
tional functions. The 16-function 
instrument has a maximum of eight 
air valves. When the two units are 
combined they operate simultane- 
ously and are kept in phase. In the 
use of the Timer-Stepper combina- 
tion, it is possible to expand the 
number of functions indefinitely. 
Only the timer need be installed 
on a panel board face. The Stepper 
controller or controllers can be 
mounted on the rear of the panel. 


The Electronik program con- 
trollers (Fig. 2) manufactured by 
Minneapolis-Honeywell Regulator 
Company provide function control 
using a somewhat different method 
for setting the steps. In this ma- 
chine the desired time pattern is 
cut on a transparent plastic cam. 
A follower riding on the cam posi- 
tions the set point index in accord- 
ance with the desired cycle. The 
controller can be equipped with 
electric or pneumatic control. Pro- 
gram change requires only replace- 
ment of the cam. Non-linear rise or 
fall is readily produced. The com- 
pany recommends this type of 
control for batch processes where 
identical cycles are frequently re- 
peated. 


They state, “Numerous industrial 
processes conforming to time-tem- 
perature schedules require auto- 
control to adhere to and 


(Please Turn to Page 129) 
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owe new marketing concept in 
the field of textile products 
for the milk and food industries 


FOOD FILTERS CORPORATION .. .a new marketing concept in the dairy 
j field . . . combines both marketing and manufacturing within one firm. 


What does this step mean to you? You gain in a number of ways. Since skilled 
personnel and facilities are concentrated within one firm, FOOD FILTERS 
offers you more than 25 years of marketing experience . 

more than 100 years of manufacturing experience in the textile field. 


But most important to you, all effort at FOOD FILTERS is pointed in one 
direction. Research, manufacturing and marketing, all are geared toward 
soundest anticipation of the needs of the field . . . and the development of better 
products to quickly and efficiently meet those needs. 


The end result: production of the following full line of 
better products at minimum cost. . . 


Cotton milk filter discs of all sizes and types . . . Dubl-Bonded, Double 

Gauze-Faced and the much wanted rigid . . . without gauze type; flannel milk 
) filter bags, tubes, discs and flats and a complete line of direct-to-can, 

pipeline and in-a-line milk filter bags, discs and tubes for use in the most 

modern combination bulk holding tank and milking parlor facilities; 

cheese bandages, cheese circles and press cloths. 


Today, write for catalog sheets, samples and prices on these three grades of filters: 
“SUPERIOR”, “PEERLESS” and “SUPERIOR Rigid . . . without Gauze”’. 


Food Filters CORPORATION, 124 DAIRY LANE, EATON, OHIO 
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Cut sanitizing costs with 


PENNSAN” 


... versatile cleaner 
and sanitizer 


More and more dairy 
plants now use Pennsan 
— because it controls bac- 
teria and phage. Leaves 
no film, no milkstone, no 
hard water build-up... 
all these costly problems 
are eliminated. 


What’s more, Pennsan 
both guards against cor- 
rosion and actually 
brightens and conditions 
stainless steel. 


Economical another way, 
too: even with small 
amount of Pennsan the 
sanitizing solution is 
powerful and effective in 
any method used... flush, 
circulate, spray or soak. 


15-gallon liquipak drum 
(dispensing pump free 
with every drum) 


Write for free booklet 
to B-K Dept. 878, 


P Wu Ch 





Is Corp., 


East: 3 Penn Center, 
Phila. 2, Pa. 


West: 
2700 S. Eastern Ave., 
Los Angeles 22, Calif. 


Pennsalt 
Chemicals 


ESTABLISHED 1850 
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Co-ops Aim First for Dignity 


And Respect, Then Price 


AILURE to achieve the neces- 
F sary unity and growth will 
probably mean that agricul- 
ture will lose control of its own 
destiny through some form of busi- 
ness control, union domination or 
non-farm controlled integration, 
says Stanley H. Benham, president 
of the Dairymen’s League Coop- 
erative Association of New York. 
Mr. Benham is taking his case 
for a more unified, more purpose- 
ful co-op, to the farmers of the 
country. Speaking in Atlanta, 
Georgia, early in January at the 
annual meeting of the National 
Council of Farmer Cooperatives, 
Mr. Benham asserted that the 
farmers must have cooperative or- 
ganizations or federations far, far 
larger, more skillfully managed, 
with more farmer-support and bet- 
ter financed than anything in being 
today. 


If this does not materialize, Mr. 
Benham declared, “. . . the farmer 
cooperative system will become a 
passing phase in agricultural his- 
tory.” He called upon agricultural 
cooperatives to raise their sights if 
they are to hold their own in the 
nation’s economy. 


Public Acceptance 

The dairy leader said that coop- 
eratives have contributed invalu- 
able services to farmers through 
the establishment of better prices 
and stable markets. But beyond 
this, farmers working together 
through their cooperatives have at- 
tained a public acceptance that 
would not have been possible any 
other way. 

“In appraising what we have 
accomplished cooperatively in the 
Northeast dairy field,” he said, “we 
should remember that a better price 
was only one of the objectives our 
grandparents had during the years 
of bitter struggle to establish an 
effective dairy cooperative. 

“In talking with the few remain- 
ing founders of the Dairymen’s 
League, which was the first effec- 
tive dairy cooperative in my area, 
I have found that to some a better 


price was actually a secondary ob- 
jective. All were very much de- 
termined to have an organization 
which would enable them to get 
fair and equitable treatment from 
buyers of milk, recognition as first 
class citizens, accurate weights and 
tests, and assurance that their buyer 
would not reject their milk supply 
during flush production periods 
while continuing to take the milk 
of a neighbor who had taken off 
his hat and bowed a little lower 
when entering the presence of the 
buyer.” 


Taken for Granted 

Cooperatives, particularly mar- 
keting cooperatives, have been so 
successful in these objectives, said 
Mr. Benham, that now they are 
taken entirely for granted by most 
farmers. As a result, the judgment 
of a cooperative’s effectiveness to- 
day is made almost entirely in 
terms of how much more it can 
get for a hundred pounds of milk 
for farmers. 


“Attention is concentrated on 
nickels and dimes per hundred- 
weight while little thought is given 
to the fact that the cooperative may 
be responsible for fifty, seventy-five 
or even a dollar per hundredweight 
in the base price,” he said. 

Northeastern dairymen are not 
realizing the full potential of coop- 
eratives, the League president said, 
because so many of them do not 
understand what dairy marketing 
cooperatives have done for them. 
In too many instances they fail to 
distinguish between the most effec- 
tive cooperative and the least ef- 
fective cooperative. 

Benham pointed out that the 
some 10,000 cooperatives in this 
country, including some 100 in the 
New York Milkshed, have “enor- 
mously aided the economic welfare 
of our farm people.” But the failure 
of co-ops “to obtain more extensive 
farmer support and to make better 
use of our cooperatives’ potentials 
offers a great challenge to any sin- 
cere cooperative leader or individ- 
ual farmer cooperative member.” 
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A bona fide case history of interest to every dairy using Pure-Pak containers. 


Flash flood hits dairy’s Pure-Pak, supply— 
rush shipment by International Paper prevents slowdown 


HEN THE RAINS came to St. Cloud, Minne- 
\ \ sota, no one at the Purity Milk Company sus- 
pected even the remotest possibility of a flood. 

But a violent hail storm knocked leaves from 
the trees. Rains swept them into the sewers. And 
when a still heavier downpour spilled on the town, 
the sewers were choked. 

Without warning, the dairy’s basement storage 
room was flooded. The dairy lost the major share 
of its Pure-Pak containers. Not only those with its 
own imprint, but containers of several sub-dealers 


who depend on Purity for processing their milk. 

Byron Hoffman, Purity’s office manager, tele- 
phoned International Paper’s Minneapolis office for 
a rush shipment of 21 items the dairy handled. In 
just two working days, a full truckload of 553,000 
quart, half-pint, and pint items arrived at the 
stricken dairy. An emergency delivery in time to 
prevent a costly break in the dairy’s operations! 

It’s service like this that makes leading dairy 
operators say: “International Paper is your most 
dependable source of supply!” 


@ Ex-Cell-O Corp. 


Single Service Division INT E R NAT I ©) NAL PAP ER New York 17, N. Y. 
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“Make mine milk & 





at ‘break’ time” 


There are extra sales for you in 
the growing “Milk Break” trend! 


There’s a profitable plus-market for milk in plants and offices right in your 
own area. Over 50% of the milk vending machines now in operation are selling 
this big ‘““aaway-from-home” market 24 hours a day, because people on the 
job carry their thirst for milk wherever they work. Their “milk breaks’’ are 
routine when you make cold, refreshing milk available through Vendo machines. 
Handsome Vendo Milk Venders give you on-the-spot salesmen . . . capturing impulse 
sales at the drop of a coin. They refrigerate, store, display, sell and make 


change automatically — build sales you can’t get any other way. 


Vendo offers you the Standard, Master and Uni- 

versal Milk Venders — from half pints to quarts, 

there’s a capacity for any location. And for those 
) extra ice cream sales, the Vendo Ice Cream Vender 
THIS lets you offer three selections — perfect merchan- 
FACTUAL REPORT dising outlet for your ice cream novelties. 


TELLS 
YOU HOW ... 








a leading dairy cost accounting firm computes 
costs and profits of vending milk. The Edward ICE CREAM| 
B. McClain Company’s analysis and _ report, ee a aae Gail 
“Selling Dairy Products Profitably Through Vendo : ers : 
Machines,”’ can put you on the right road to 
extra profit. Write today for details. 



































THE VENDO COMPANY 


7400 EAST 12th ST. e KANSAS CITY, MO. 
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Ballotting by union members will increase under the new 

Landrum-Griffin labor law. In the dairy industry as well 

as industry in general, employers should look into the 

merits of using the services of the American Arbitration 

Association, a non-profit organization of long standing 

which provides competent arbitrators, sets up procedure and 

conduct standards, provides model clauses to insert in 

labor contracts, and is well versed in the laws and court 
decisions which apply to arbitration awards.” 


From “Dairy Labor Reports” by Paul Potter & Associates 


Arbitration Association 


HE Landrum-Griffin Act, more 


formerly known as the Labor- 
Management Reporting and Dis- 
closure Act of 1959, requires, among 
other things, periodic elections of 
officers by union members using a 
secret ballot. Under the new law, 
local labor organizations are re- 
quired to elect officers at least once 
every three years. It is expected 
that this requirement will increase 
the number of union elections. 


One of the problems in any 
election is impartiality and effec- 
tiveness of supervision. To get such 
impartiality, many unions, even be- 
fore the enactment of the Landrum- 
Griffin law, found this kind of 
supervision available through the 
American Arbitration Association. 
With more union elections in pros- 
pect, an increased demand for the 
services of this organization is ex- 


pected. 











The parties to a dispute gather around the table. Each calmly 
presents his side of the argument to the arbitrator, who eval- 
vates the information and makes a decision. All of this is car- 
ried on in a quiet, judicial atmosphere. 


The American Arbitration Asso- 
ciation is a private, non-profit or- 
ganization that, over a period of 
36 years, has compiled an enviable 
record of arbitrating industrial and 
commercial disputes. With head- 
quarters at 477 Madison Avenue 
in New York, the Association mem- 
bership includes business firms, 
labor unions, trade associations, 
civic groups and foundations. 


Activities of the American Ar- 
bitration Association are carried on 
by several divisions called tribu- 
nals. The five most important AAA 
tribunals are: Commercial, Labor, 
Accident Claims, International and 
Inter-American. Authority to ad- 
minister these tribunals is given 
the Association by agreement of 
the parties. Each tribunal is ad- 
ministered by rules and standards 
of procedure which govern the con- 
duct of parties, arbitrators and the 
administrative agency. 


Arbitrations supervised in this 
way result in awards that are en- 
forceable under the law. The As- 
sociation cooperates closely with 
members of the bar and trade 
bodies, in many instances estab- 
lishing special panels of arbitrators 
and separate rules to meet par- 
ticular needs of industries. Ameri- 
cans engaged in foreign trade can 
use panels of arbitration and fa- 
cilities for arbitration abroad as a 
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There was a time when gauze-facing was \ necessary on 
a milk filter to ensure top filtering performance. Then along 


came Kendall non-gauze filters. They quickly proved themselves 
nearly twice as tough as filters with gauze. 

Today, Kendall non-gauze filters do as efficient a filtering job 
as any gauze-faced filter made, and they cost your producers up 
to 25° less. 

In the past three years cost-conscious, quality conscious milk 
producers have switched by the thousands to Kendall non-gauze. 

j Why not make it easy for your producers to make this money- 
saving switch? 

Kendall makes all types of filters for farm and plant use, in- 
cluding filters for portable pipeline milking systems. 


KENDALL 


NON-GAUZE 


| MILK FILTERS 


oo KENDALL comasy 
Fiber Products Division 


WALPOLE, MASS. 
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DONT PAY FOR 
USELESS GAUZE! 


Using gauze-faced milk filters today 
is an expensive habit... and an out- 
dated one. The gauze- facing makes 
the filter cost more without making it 
work any better. Kendall Filters will 
give you just as high sediment rat- 
ings as any gauze-faced filters and 
will save you money at every milking. 
1. Kendall Filters are toughest ... 


won’t wash or tear even when you 
filter extra-large quantities of milk. 


2. Kendall Filters give you all the 
speed that’s practical without sacri- 
ficing high sediment retention. 

3. Kendall Filters save you money 
... they cost you up to 25% less i. 
than top- priced gauze -faced filters. “4 
Available in disks, strips, rolls and 
inline filters. 
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MILK FILTERS 
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from your Supplier For 6” ond 6/1” disks 
RUST-PROOF « STRONG © SANITARY 








FREE FILTER SAMPLES! 


MAIL COUPON 











™= KEN DALL comme 
Fiber Products Division 
Oept. F/20, Walpole, Moss 


Gentlemen: I'd like to try your proven non 
gouze filters myself 


Pieose send me free somples 








Sa ee ap eee 














! 

! 

1 

! 

! 

i 

! 

! 

| 

! 

! 

| 
City. State. : 
! 

! 

! 

| 

! 
J 


Name 

Address 

Size of filter desired 

From whom do you buy your filters? 








Milk producers are getting the 
word from all directions on Kendall 
Filters... 

From ads like this in leading farm 
and dairy magazines .. . from an 
intensive radio campaign... from 
the fellow down the road who has 
already switched to Kendall. Make 
sure you're stocking them. 
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result of agreements between AAA 
and organizations in most of the 
free countries of the world. Fees 
in commercial cases are based upon 
a small percentage of the amount 
involved. In labor cases, adminis- 
trative fees are $30.00 per day of 
hearing to each party. 

Two sources provide the major 
portion of the Association’s funds: 
annual membership or contributions 
and modest administrative fees 
charged for tribunal service. Fees 
are sometimes waived in whole or 
in part where they cause hardship. 


Included in the membership rolls 
are companies, labor unions, trade 
associations, civic groups, founda- 
tions, and organizations of all 
kinds. 


Panel of Arbitrators 

The AAA does not act as arbi- 
trator. It does provide impartial 
administration of arbitration and 
submits to the parties involved se- 
lected lists of arbitrators from 
which disputants may make their 
own choices. The Association’s Na- 
tional Panel of Arbitrators consists 
of 13,000 men and women. Each 
one is an expert in some field or 
profession. They have been nom- 
inated as panelists because of their 
knowledge and reputation for im- 
partiality. Arbitrators pay no fee 
for membership on the National 
Panel and in commercial cases 
serve without compensation except 
under unusual circumstances. They 
offer their time and skill as a public 
service to help keep their trades 
and professions free of unfair trade 
practices. AAA’s panels also in- 
clude leading specialists in labor- 
management relations who custom- 
arily charge a fee for arbitrating 
disputes arising out of application 
and interpretation of collective bar- 
gaining agreements. 


To foster understanding of arbi- 
tration, the Association conducts 
programs at universities and law 
schools, bar associations and civic 
organizations of all kinds. The 
Association also undertakes special 
research projects, often at the re- 
quest of member organizations to 
help adapt arbitration procedures 
to the needs of particular indus- 
tries. 

Arbitration is the settlement of 
a controversy by an impartial per- 





Edward A. DeGross 
217 Grant Building 
Atlarta, Georgia 

John W. Church 

44 School Street 

Boston 8, Massachusetts 


J. B. Shatzer 

Liberty Life Building 
Room 1314 

Charlotte 2, N. C. 


Allen K. Miller 

Room 797 

140 South Dearborn Street 
Chicago 3, Illinois 


Allen Schwartz 

Room 612-13 

5 West 4th Street 
Cincinnati 2, Ohio 

R. L. Moon 

Suite 834 

111 Sutter Street 

San Francisco, California 





Following are addresses of offices of the American 
Arbitration Association and names of people in charge: 


Harold G. Adams 

1708 Nat'l Bankers Life Bldg. 
Dallas, Texas 

Mrs. L. B. Herrscher 
Penobscot Building 

Detroit 26, Michigan 


J. Robert Haskell 

37 Lewis Street 

Hartford 3, Connecticut 
Fred H. Johnson 

3578 - 80 W. 3rd Street 

Los Angeles 5, California 
Arthur R. Mehr 

Room 1414, Lewis Town Bldg. 
15th & Locust Streets 
Philadelphia 2, Pennsylvania 
David C. Altrock 

1 Gateway Center 
Pittsburgh 22, Pennsylvania 
Calvin W. Cutler 

2800 Euclid Avenue 
Cleveland 15, Ohio 








son whose decision is final and 
binding. 


Arbitration is voluntary and it 
is freely used by individuals and 
companies who seek quick, inex- 
pensive and practical decisions by 
experts. In a dispute, the parties 
define the issues, select the arbi- 
trators, prescribe the rules to be 
followed and they abide by the 
decision as they agreed to do in 
advance. 


Judicial Process 

Arbitration should not be con- 
fused with conciliation or media- 
tion or collective bargaining. It is 
none of these things. It is a judicial 
process. The arbitrator is, in fact, 
a judge. Parties present their evi- 
dence, witnesses, or documents, 
and each is permitted to cross ex- 
amine the testimony of the other. 


Upon evidence submitted by the 
parties and the arguments ad- 
vanced by them, the arbitrator 
makes his decision. 

Neither party in a dispute need 
be a member of the Association. 
In fact, the agreement to arbitrate 
can be, and often is, included in 
the contract between the parties 


without the knowledge of the 
Association. Frequently, the first 
knowledge that the Association has 
of the arbitration clause between 
two parties comes when the Asso- 
ciation is called upon to arbitrate. 


The advantage of an arbitration 
clause covering future disputes is 
that it leaves nothing to chance. 
The parties may be in no mood to 
agree and it is sometimes difficult 
to get both parties to submit to 
procedures of arbitration, when 
they are not subject to an arbitra- 
tion clause. When they are subject 
to an arbitration clause, however, 
arbitration may be initiated without 
delay by either party. 


Here is a sample clause sug- 
gested by the Association for use 
in labor arbitration: 


“Any dispute, claim or grievance 
arising out of or relating to the 
interpretation or the application of 
this agreement shall be submitted 
to arbitration under the Voluntary 
Labor Arbitration Rules of the 
American Arbitration Association. 
The parties further agree to accept 
the arbitrator’s award as final and 
binding upon them.” 
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Whether you’re filling bottles or cartons— 


Count on Crown Fillers 


* for quick changeover 


* for easy cleaning 
* for rugged construction 


Whether you use bottles or cardboard cartons, Crown 
meets your filling requirements. You get fast and accu- 
rate filling, you can make the change from one size to 
another without delay, and you save clean-up time. 
Crown pioneering and constant improvement gives you 
many money-saving, labor-saving features. May we 
discuss this with you or send you more details? 


for cans + crowns + closures - machinery 


CROWN CORK & SEAL CO. INC., 9300 Ashton Road, Philadelphia 36, Pa. 
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MORE PROFIT 
Wim itohaicliaemacteltla ty 


quarts and half-gal- 


com astic han- 


lons with sturdy pl ea 
dies that snap on, hold tight, 
and remove easily from Canco 
or Purepak cartons. 
in colors and are 
ckly at 


Two-toters 


re- 
come 


usable. They 9° on qui 


the filler or store. 


CODE 


As You CAp IT With 
31-Day Code Dater 


DATE Your Milk 


Dater Unit fits Crown 
Cork & Seal p.3g Capping 
head and 


indents alum. 
j 
num cap with two tiny 


dots that are easily de 


coded 
capping 


S| date. No extra labor or 


SPace-taking ©qvipment 





to give 





Light! 


Strong! PLASTIC CASE 


Ideal for supplying pug? 
and restaurants. Holds . 
Canco third-quarts oF half- 
24 Purepak half- 
2V2-\bs, 
x5 and 


pints oF E 
pints. Case weighs 
measures 13 x 16 


nd 
features center tongue 4 


slot for e4sy stacking. 


MAYFAIR PRODUCTS 


TORRANCE, CALIFORNIA 





P.O. BOX 87 
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CONGRESS MULLS LAWS AFFECTING 
INTERESTS OF DAIRY INDUSTRY 


A number of issues of interest to the dairy 
industry will be considered by the Congress in its 
current session. 


One issue is increased funds for school milk. 
In all probability more money for school milk will 
be voted. Legislation to accomplish this has been 


introduced and hearings have been scheduled. 


Already before both houses are a number of 
measures to adjust the support level for manufactur- 
ing milk. A new bill on this point was put in on 
the first day of the reconvening of Congress. The 
Johnson Bill establishing uniform standards for 
manufacturing milk will be the subject of early hear- 
ings in this session. 

The administration has asked for an aggressive 
program of research aiming at developing new 
markets and new uses for farm products. Many bills 
embodying this objective have been presented for 
consideration this session. 

Some members of Congress are making a con- 
certed effort to strengthen the farmer cooperative 
system. There is also legislation to exempt from the 
antitrust laws collective bargaining by milk coopera- 
tives. Such a bill has passed the Senate and has 
had hearings before the House Antitrust Subcom- 
mittee in an unfavorable atmosphere. It is doubtful 


that the Subcommittee will approve this bill. 


During the last session a bill was introduced 
which would have given acquisitions of processing 
operations by cooperatives antitrust law immunity. 
It was sent back to the Committee and, if there is 
further action on such a measure, the probability 
is that it will be limited in scope. Up for hearing 
by the Ways and Means Committee is the matter of 
modifying the exemption from income tax for coop- 
erative patronage dividends which are retained by 
the cooperative. 


Food Additives Amendment 

March 5, 1960, is the deadline for the approval 
of additives under the Food Additives Amendment. 
The scuttlebutt is that Congress may extend this 
deadline. The Food and Drug Administration has 
asked Congress for two amendments to the additives 
law. One would modify the Delaney prohibition 
against cancer-producing substances so that such 
substances would not be outlawed if they left no 
residues in food. The second would eliminate the 
“grandfather clause” under which additives which 
had been approved prior to the enactment of the 
Food Additives Amendment must be proved unsafe 
by FDA to effect their prohibition. FDA thinks that 
prior sanction applications should be revoked auto- 
matically when any new evidence is uncovered, 
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PYREX glass pipe 


ne) o med K-t-het bem ele-ne= 


Here’s a milk pipe you can install in your plant in just a 
few hours and then leave up for a lifetime. 

You clean it in place... saving up to 50% on costs 
according to some large users. You can check sanitation 
and pipe condition visually. Since it’s chemically stable 
glass, it can’t pit or corrode . . . so you can use stronger, 
faster-working cleaning solutions. 

This is also the lowest cost installed piping you can buy. 
The pipe itself costs about the same as other materials . . . 
but it costs much, much less to install. It comes in longer 
lengths, takes fewer connections and hangers, far fewer 
working hours. 

This is rugged pipe made from a special glass formula and 
given special heat and tempering treatments to make it me- 
ew strong and resistant to thermal shocks up to 

10°F. 


Write No. 57 on Reader Service Card 


February, 1960 








The new De Laval coupling shown features a remarkable 
silicone gasket which also can be cleaned in place. 

For further information, please contact your De Laval 
representative, or 
write direct to us at 
Corning, Plant Equip- 
ment Department, 21 
Crystal St., Corning, 
New York. 





PYREX 
GLASS PIPE 


/s available nationally from the 
De Lava/ Separator Company. 





CORNING GLASS WORKS 


CORNING MEANS RESEARCH IN GLASS 


57 











With the efficient new 
STODDARD-QUIRK 


ICE CREAM CABINETS 


Profit-minded dairies 
throughout the country 
have found a new source 
of revenue through the use 
of STODDARD-QUIRK 
Ice Cream Cabinets. You, 
too, can profit from addi- 
tional sales of ice cream 
and frozen foods on retail 
routes. There’s a STOD- 
DARD-QUIRK cabinet 
that will fit your truck 
and your needs. If you 
want added profits, see the 
STODDARD-QUIRK 
line as soon as you can. 

































ABOVE 
Front End 16 Gallon 
Cabinet, Model 710. 
Compressor fits 

beneath dashboard. 


LEFT 

Side Mount 18 
Gallon Cabinet, 
Model 708. 
Mounted over 
wheel housing. 


4 


3383 E. Layton Ave., Cudahy, Wisconsin 
also Box 111, Clarendon, Ark. 
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putting the burden of proof on the manufacturer 
or producer desiring to use the additive. 


On fair trade practices, there are several meas- 
ures before the House Committee. These would 
make it an illegal price discrimination to fail to 
impose functional price differentials. The consensus 
among our Washington contacts is that the pro- 
posals are not likely to get out of committee. 


In the antitrust field, a pre-merger notification 
bill was approved by the Antitrust Subcommittee 
of the Senate Judiciary Committee. It is expected 
that this bill will reach the Senate. 


FOUR FIRMS TO PRODUCE DRY 
MILK EQUIPMENT HERE AND ABROAD 


Prospects for wide use of instant dry milk 
throughout the world appeared promising with the 
announcement from Dairy Foods, Incorporated, of 
Oakland, California, that two European and two 
American firms have been licensed to manufacture 
the special equipment required. 


The European Companies are Lurgi Gesell- 
schaft fur Warmetechnik M.b.h. of Frankfurt, Main, 
Germany, and Niro Atomizer, Ltd., of Copenhagen. 


The American firms are C. E. Rogers Company 
of Detroit, Michigan and the Henszey Company of 
Watertown, Wisconsin. They will build and install 
equipment only for companies which are licensed 
to use Dairy Foods, Incorporated processes. 


Dairy Foods, Incorporated, was organized in 
1958 when Foremost Dairies and Carnation Com- 
pany pooled basic patents covering instant whole 
milk, instant non-fat milk and instant flavored milk. 


The jointly-owned company is licensing dairy 
and food companies on a non-exclusive basis to 
manufacture these products and to market them 
under their own respective brand names. 


With the licensing of the two European com- 
panies to build and sell the processing equipment 
needed to manufacture instant dry milk, it is ex- 
pected that the product will soon make its appear 
ance on the Continent. 


Lurgi Gesellschaft fur Warmetechnik M.b.h. 
is an engineering firm, specializing in industrial 
research and production of specialized processing 
and manufacturing equipment. 

Niro Atomizer, Ltd. is a manufacturer of milk- 
drying equipment in Europe. 

C. E. Rogers Company was a pioneer in intro- 
ducing milk-drying processes in the United States 
and the “Rogers System” has been widely used. 

Henszey Company specializes in equipping 
plants producing large volumes of non-fat dry milk. 
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this Henszey Pilot Plant 
gives you a running start 
On your competition 














Designed and built with your profits in mind, this 
ANOTHER HENSZEY | newly-installed process pilot plant is ready and 


waiting to test and prove your processing ideas. 
PROCESSING first . 4 apes . 





The scaled-down Henszey evaporating, drying and 
heating equipment has a capacity of up to 800 
pounds per hour. It will handle dairy and food product 
experiments and test runs to your specifications. 


These complete facilities, including the services 
of competent Henszey Engineers, are available 
dependent upon current test schedules. 


Write today for full particulars. 





HENSZEY COMPANY 


INCORPORATED 
Dept. AM 
WATERTOWN WISCONSIN 
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MIF's 1960 Food Facts Shows 
Today's Milk Is Real Buy 


ODAY’S breadwinner works 
Te quarter as hard as _ his 
grandfather did in 1890 to 
earn the price of a quart of milk. 


This is one of the nuggets of 
information in the 1960 edition of 
Milk Facts, published annually by 
the Milk Industry Foundation. In 
1890 it took 25 minutes and 30 
seconds of an average factory work- 
ers time to earn the price of a 
quart of milk. Today only six min- 
utes and 48 seconds are required. 
In 1958 he had to labor seven min- 
utes and six seconds to earn the 
same quart of milk. Therefore, the 
Foundation reports, the “real” price 
of a quart of milk continues to de- 
cline, regardless of retail price 
fluctuations. 


It also is reported in the statis- 
tical booklet that in 1958 U. S. con- 
sumers paid America’s milk dealers 
about $6.6 billion for fresh milk 


and fresh milk products, of which 
the dairy farmers received more 
than $3.2 billion. After all of the 
milk dealer’s costs were paid, he 
kept slightly more than two cents 
of each sales income dollar for net 
profit, about one-half a cent a 
quart. 


Per Capita Consumption Up 

Per capita civilian consumption 
of all dairy products, on a milk 
equivalent basis, was increased in 
1958 to 695 pounds, four pounds 
over the 1957 figure. Of the 695 
pounds consumed in 1958, 300 
pounds were in the form of fresh 
whole milk and 28.5 pounds were 
in the form of skim milk, butter- 
milk, or chocolate milk drinks. 


The milk supply-demand gap — 
the so-called “surplus’— was re- 
duced from 63 pounds per person 
in 1953 and 34 pounds in 1957 to 
26 pounds per person in 1958. Es- 








This is the CROWN Narrow- 


Bore Teat Cup Assembly for 
Better Mastitis Control... 


ROW 





Because narrow-bore liners fit the cow’s teat more 
closely, they prevent “ballooning” of the teat itself 
when placed under milking machine vacuum. This 
greatly reduces the chance of tissue injury and the con- 
sequent development of mechanically-induced mastitis. 


To quote Dr. O. W. Schalm, heading a five-man Calli- 
fornia Mastitis team which conducted extensive ex- 
periments with narrow-bore inflations: 


“Considering all evidence at hand, we are of the opinion 
that the dairyman must reduce the potential injury to 
tissue that exists in the mechanical equipment before he 
can ever hope to control mastitis in cows." 


The No. 08 CROWN NARROW-BORE 
LINER and the No. 040 TEAT CUP 
ASSEMBLY, designed especially for 
the 03 Narrow-Bore Inflation, fully meet 
the requirements outlined in the Califor- 
nia Mastitis Control Plan. 

















No. 040 
Narrow 
Bore 
Teat Cup 
Assembly 





CROWN DAIRY SUPPLY CO., 


Mail this 


317 West College Ave., Waukesha, Wis 
] Please send full details about Crown Narrow-Bore 


Ao-9709 


Inflations. 
Coupon ] Send reprint containing detailed reports covering 
California Mastitis Control experiments. 
for full iii 
information Address 
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timates of the U. S. Department 
of Agriculture for 1959 indicate a 
further decline to 16 pounds of 
“extra” milk per capita. 

USDA estimates that about 49.6 
per cent of the milk output in 1959 
was consumed as fresh milk, as 
compared with less than 40 per 
cent 25 years ago and 48.4 per cent 
in 1958. This increased fluid milk 
consumption means more income 
for dairy farmers inasmuch as they 
receive a higher price for milk that 
goes into fluid uses than they re- 
ceive for milk that is transformed 
into manufactured products such as 
cheese and butter, the Foundation 
reported. 


Figures in the booklet spotlight 
the fact that, in terms of consump- 
tion, cottage cheese is one of the 
fastest growing products in the in- 
dustry. Production of this fresh 
milk food amounted to 703,523,000 
pounds in 1958 — about 10 million 
pounds more than in 1957. This 
is almost triple the production of a 
decade ago, which was 249,236,000 
pounds. California consumers eat 
by far the most cottage cheese, de- 
vouring some 111,581,000 pounds, 
or more than 15 per cent of the 
total. Per capita consumption of 
cottage cheese in California is 
about double the national average 
per capita consumption. 

Wisconsin, which increased _ its 
total milk production by almost 600 
million pounds to almost 18 billion 
pounds in 1958, continued to lead 
all other states in milk output in 
1958. New York retained second 
place with 9.8 billion pounds of 
milk production, and Minnesota 
was in third place with 9.7 billion 
pounds. 
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“Er... we wash down like 
this every day. . .” 
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Choice of cab-forward | * B< Ss 
or conventional trucks EERE ee 


FOR ECONOMICAL | ¥I 
HAULING sk | 
ON YOUR =—| | 











WORKADAY JOBS 


The sooner handsome, efficient Mack trucks or 
tractors swing into action for you, the sooner 
you'll start to realize their tremendous profit po- 
tential . . . their bonus cargo capacity . . . their 
strength, stamina and dependability . . . that 
they’re Macks from the word “Go!” 


These Macks give you every feature needed for 
economy and durability. Engines from 130 hp 
gasoline to 205 hp turbocharged diesel, Mack- 
built transmissions, brakes, frames and axles 
that best fit your operation. Mack trucks and 
tractors are built to standards reached by no 
other maker. Above all, they are known for their 
ability to keep working efficiently with only rou- 
tine maintenance and downtime. 





Why not get in touch with your local Mack 
branch or distributor and let him show you the 
Mack B Model or the cab-forward N Model— 
there is one that is exactly right for your 
operation. Mack Trucks, Inc., Plainfield, New 
Jersey, Mack Trucks of Canada, Ltd., Toronto, 
Ontario. 


7406 







MACK 


FIRST NAME FOR 


TRUCKS 
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MACK 


for over 6 straight years 


NO.1 


by far in sales of 
diesel trucks 












MADE WITH 


Shallot’ Blend 


DUTCH ONIONS 
Ti 
For a more zestful and 
tantalizing flavor goodness 
For gayer, greener cottage 
cheese salads 


Chive style cottage cheese is a 
natural for the Lenten season's usual 
drab meals. You can capture this 
natural, waiting market easier with 
chive style cottage cheese made 
with our SHALLOT BLEND. You will 
get more enchanting flavor, gayer, 
livelier green than with ordinary 
chives. 

You'll keep this new market too, 
for SHALLOT BLEND chive style 
cottage cheese is a repeater—its 
adaptability for putting sparkle into 
dull Lenten meals appeals to today's 
modern housewife. 

Why bother and mess with fresh 
chives? Do it the easy, profitable 
way with SHALLOT BLEND! 

A 3 pound tin of SHALLOT BLEND 
will make approximately 1700 
pounds of chive style cottage cheese. 


3 Pound tin $9.00 


FREE SAMPLE 
ON REQUEST WRITE TODAY 


MEYER-BLANKE CO. 


LABORATORY DIV., ST. LOUIS, MO. 
AND ASSOCIATED DISTRIBUTORS 
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Americans Note Differences 
In Quality of Ice Creams 


N A NATIONWIDE sample of 
| American consumers, 71 per 

cent reported that they have 
noted differences in the quality of 
ice cream and 55 per cent think 
that the quality varies with the 
price of the product. Low price 
indicates low quality to these 
people. 


The survey was conducted by 
Alfred Politz Research, Inc., to 
gather data on how consumers use 
dairy foods and what they think 
about them for the American Dairy 
Association, the International Asso- 
ciation of Ice Cream Manufacturers 
and the Milk Industry Foundation. 
This was the 10th such survey 
under the same auspices carried on 
by Politz. The 9th survey probed 
deeply into consumer attitudes to- 
ward milk while the 10th con- 
centrated largely on ice cream. 


America’s Favorite Dessert 


The study indicates that ice 
cream continues to be the favorite 
dessert of Americans, that most 
people like vanilla best and with- 
out anything else, that most ice 
cream is eaten at home and prob- 
ably as a supper dessert or after- 
supper snack. The study also in- 
dicates that people who buy ice 
cream in larger containers eat more 
than do those who buy pint con- 
tainers. 


Eating ice cream is still mainly 
a popular daily treat for younger 
members of the family. Politz found 
that on an average day 52 per cent 
of children from 6 to 8 years of age 
eat frozen desserts, including ice 
cream, sherbert, ice milk and 
similar products. This daily eating 
trend reaches a peak of 57 per cent 
of the 12-14 year olds, then drops 
off to 40 per cent among 15-19 
year olds and finally down to 25 
per cent among those 55 and over. 
However, even having one-fourth 
of the older people eating frozen 
desserts on an average day means 
that this is a very popular group of 
products. 


Among those who do not eat 
frozen desserts, taste and health 


reasons are usually given. Twenty- 
four per cent of the non-users of 
frozen desserts said that they were 
watching their weight or dieting 
while another 21 per cent indicated 
they did not eat frozen desserts for 
general health reasons. 


Both adults and children eat 
most of their ice cream at home and 
after supper, although children, es- 
pecially as they get into the teens, 
do eat more ice cream away from 
home and as mid-afternoon snacks. 
Adults indicated that in 27 per 
cent of the cases they ate ice cream 
after supper, 19 per cent at sup- 
per, 13 per cent between lunch 
and supper. 


Adults prefer their ice cream 
plain, with 76 per cent indicating 
that they do eat ice cream alone in 
a dish at home where they have 
most choice. Even away from home 
the first choice, 31 per cent of the 
people, was ice cream without any- 
thing else. Only 7 per cent in- 
dicated they used toppings at home. 
Pie and ice cream were preferred 
by 4 per cent, cake and ice cream 
by 5 per cent. 


“Creamy texture” was the main 
description given of high quality 
ice cream, with 32 per cent of the 
sample (of the 71 per cent who 
said they noted quality differences) 
saying that this was the main in- 
dicator of quality. 


Vanilla Rates First 

Vanilla is, by far, the ice cream 
flavor served most frequently, 
whether ice cream is consumed at 
home or away from home. At home 
48 per cent prefer to serve vanilla, 
10 per cent chocolate, 5 per cent 
strawberry, 18 per cent other single 
flavors, 21 per cent vanilla com- 
bined with other flavors, 6 per cent 
combinations without vanilla. This 
pattern is quite consistent whether 
at home or away except for choco- 
late ice cream which becomes the 
favorite flavor of 18 per cent away 
from home. Chocolate happens to 
be the flavor which is most often 


(Please Turn to Page 128) 
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Super vacuumizer 


..meets our needs 
‘for flavor control 
very nicely. 





At Wengert’s Cream Top Dairy, Lebanon, Pa., a 
Super Vacuumizer, teamed with a Chester-Jensen Heat 
Exchanger, provides flavor protection which, as Mr. 
Harlan Wengert says, meets their needs “very nicely.” 

Mr. Wengert adds: “Feed flavors are no longer a 


problem, and we feel the quality of our product has 
been definitely improved.” 





n 
)- 


Unusually high deodorizing efficiency is assured by 
1 


preheating milk for the Super Vacuumizer to 158°. 
This is done in a small auxiliary heating section in- 
stalled in the heat exchanger without additional 


Ja 


connector plate. 


Wengert’s Super Vacuumizer installation, shown at 
left, is typical of many others which provide depend- 
able, year-round flavor control at minimum cost—and 
without causing adulteration or loss of cream line. 


OO OD OD et 





“We would hate to 
be without it.” 


) ... Says Mr. Harry Sauers, of Hershey Creamery 
) Co., Harrisburg, Pa. “Our Super Vacuumizer takes 
out volatile odors and gives us a product of uni- 
formly better flavor throughout the year.” 


This Super Vacuumizer has, for more than two years, 

| been a part of the Chester-Jensen HTST Ice Cream Mix 

Pasteurizing System installed in the Hershey plant. Mix 

! is vacuum treated at 160° while its temperature is being 

raised in two stages to 180° pasteurizing temperature by 

means of the Ste-Vac Heater, shown with Super Vacuum- 
izer, at right. 


Other Chester-Jensen units in the system are: a Plate 
Heat Exchanger which provides a high degree of regen- 
erative heating and cooling, and a Fan Cooler which 
efficiently cools the viscous mix to 32° .. . altogether a 
most desirable and economical system for protecting the 
quality of ice cream mix. 





CHESTER-JENSEN COMPANY, INC. 
CHESTER, PA. 


Main Office and Factory: 5th & Tilghman Sts. 
Branch Factory: PURITY DIVISION, Cattaraugus, N. Y. 


PIONEER BUILDERS OF VACUUM EQUIPMENT FOR PROCESSING DAIRY PRODUCTS 
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For WMarimum Value in a 1960 Retad, 
Wholesale or Tee Cream “Jruck Gody... 


Order NORTH AIR 


vil, 
¢ 


from SOUTHWEST 








NORTHAIR RETAIL MILK TRUCK BODY... Mode! 30-96 
—Equipped with patented, flush-type rolling door in rear, 
with Dutch door in the cross wall or door designed to fit 
your specific requirements. Body shown has load space 8 
feet long. (Other body sizes available.) Temperature 
range: 35° to 40°, 


Se acadl : 4 
| . 
eee a. ee 
teal — Fa Om sas & 
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NORTHAIR WHOLESALE MILK TRUCK BODY... Model 
34—Also features exclusive, flush-type rolling doors. Body 
shown is 14 feet long. (Others available in 9,12 and 16- 
foot standard lengths.) Temperature range: 35° to 40°. 
Has wood-filled rear bumper. 





NORTHAIR ICE CREAM TRUCK BODY... Model 65— 
Has all-plastic side doors and frames. Body shown is 15 
feet long. (Other body sizes available.) Capacity is 1700 
gallons of ice cream. Temperature range: 0° or below 
throughout. 


For Additional Information vi ir 


Write, Wire or Phone Collect: ors 
SOUWAW EST 
TRUCK BODY CO., INC. 

423 Lynch Street + PRospect 6-3784 «+ St. Lovis 18, Mo. 


Combination and Special Bodies Also Available 


... Coutact Ws For Full Data 
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FOOD STORE OPENINGS LEVELING OFF, 
DECLARES A & P PRESIDENT 

An industry-wide leveling off in new food store 
openings has been predicted by Ralph W. Burger, 
president and chairman of the board of the Great 
Atlantic & Pacific Tea Company. Mr. Burger ex- 
pects promotional sales gimmicks and giveaways to 
decline. The public realizes, he says, that such pro- 
motions ultimately add to the cost of doing business, 
that “there’s no pie in the sky.” Also predicting no 
further increase in store stocking of more and more 
non-food items, Mr. Burger said, “While one-area 
shopping seems here to stay, the idea of buying 
everything under one ceiling appears nearing the 
end of its short life.” 


ALL FOOD ADDITIVES MUST BE 
CLEARED FOR USE BEFORE MARCH 6 
A policy on extensions of time for compliance 
by food and chemical manufacturers with the re- 
quirements of the Food Additive Amendment has 
been determined by the Food & Drug Adminis- 
tration. 


Although many chemicals commonly used in 
foods are recognized generally as safe, there are 
numerous others for which safe tolerances must be 
established by regulation. According to a spokesman 
for the agency, it is not possible at this time to 
determine whether tolerances will be established 
for them before the Food Additives Amendment 
will become fully effective. Manufacturers, distribu- 
tors, users and food law enforcement officials need 
to know the status of these additives under the 
amendment prior to March 6, 1960, so that they will 


know whether they may be employed after that date 


FDA pointed out that all food additives must 
be cleared for use before March 6 unless an exten- 
sion is granted. Use of a food additive without a 
formal authorizing regulation or an extension of 
time after March 6, 1960, will cause the food con- 
taining it to be adulterated and illegal for shipment. 
the agency added. 


According to the law, this date may be extended 
on a product by product basis for a time not to 
exceed 12 months “on the basis of a finding that 
such extension involves no undue risk to the public 
health and that conditions exist which necessitate 
the prescribing of such an additional period.” Exten- 
sions may be granted only for uses of a food addi- 


tive that was in use prior to January 1, 1958. 


Extensions will not be granted for a food addi- 
tive if appropriate tests show the production of 
cancer in test animals at any dosage level. Nor will 
they be granted if such tests show alarming symp- 


toms other than cancer in any dosage, unless ex- 
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Now! Conoco Super-Cote® with improved versatility! 


CUTS IN-PLANT COSTS 


BY ELIMINATING IN-PLANT BLENDING 


Improved Conoco Super-Cote—with polyethyl- coating that does not build up excessively on 
ene—is universally adaptable to any machine, your machine parts. Creates a smart satin finish, 
slab or liquid, for use under diverse operating con- has excellent resistance to scuffing and abrasion. 


ditions. NewimprovementsinSuper-Cote Other Conoco Carton Coatings devel- 


versatility mean greater coating con- eee oped to meet your particular needs 
trol, more efficiency and more economy. ICONOCO| are Conoco Hi-Seal®, Conoco Dairy 


Conoco Super-Cote is an easy-to-use Wax, and Conoco 764. 


CARTON | COATINGS 





Contact the PURE-PAK DIVISION, EX-CELL-O Corporation, P. O. Box 386, Detroit 32, Michigan 


Manufactured by CONTINENTAL OIL COMPANY, Backed by in-the-plant technical assistants ©1959, Continental Oil Cc 
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_ TILT CABTRUCKS _ 


72” BUMPER TO BACK OF CAB 
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They’re built like “tilts” should be 
built—that’s the story on this new line 
of trucks from Chevrolet. All of the 
special advantages of tilt cab design 
—compactness, extra payload capac- 
ity, easy maintenance, maneuverability 
—are better than ever before. And 
Chevy brings you some extra-special 
benefits, too! 


MOST COMPACT IN ITS CLASS ¢,. higher profit 


payloads. Six-foot-bumper-to-back-of-cab dimension 
gives you more cargo space than ever before (almost 
60 cubic feet more than other tilt cab trucks!). You 
can carry bulkier payloads in a bigger body; and you 
can carry heavier payloads, too, because the extra 
space means more of the load weight can be carried 
by the front suspension. This shorter design means 
longer profits! 


BEST MANEUVERABILITY. With comparable body 


sizes, new Chevrolet tilt cabs are as much as 2% feet 
shorter overall than conventional models and save 
up to 48 inches in wheelbase. This minimized length 
and wheelbase pay off in maneuverability — easy 
handling in tight places that will save you time and 
work every day. 


ROOMIEST CAB in its class! New Chevy tilt cabs 


are big and comfortable inside. A full 6% feet wide, 
with plenty of head room and leg room for rangy 
drivers. And there’s the safety of “picture window” 
visibility through a sweeping glass area. 


1960 CHEVROLET STURDI-BILT TRUCKS 2taa=7 


New frames for Chevrolet tilt cab trucks feature massive K-brace crossmember and rigid box-section 
side-rail construction. Beam strength and torsional stiffness are high for top payload capacity and stamina. 


REVOLUTIONARY TORSION-SPRING RIDE 


standard in all models! Independently suspended 
front wheels step nimbly over bumps . . . and friction- 
free torsion bars soak up jolts of all sizes. New 
variable-rate rear springs complement the new front 
suspension perfectly. The result is an amazingly 
smooth ride that assures higher safe cruising speeds, 
more work done every day . . . plus longer truck life 
with lower maintenance costs. 


And in every new Chevy tilt cab model, new tougher 
built rear axles and brawny new box-section side-rail 
frames team up with the best kind of big truck power. 
New ease of maintenance slashes upkeep costs 


Maintenance can be performed in as little as half the 
time required for conventional trucks! 








Stationary control island 
is solidly mounted on truck 
frame. Short linkage is de- 
pendable and easy to adjust. 


Torsion-spring tilting hinge 
takes the work out of tilting. A 
tough torsion bar counterbalances 
the cab’s weight and makes cab 
tilting a breeze. way. 


Triple-safe locking system 
provides protection against acci- 
dental tilting. Keeps cab securely 
anchored down when you're under 


20 NEW MODELS IN 5 SERIES. Five rugged 
medium- and heavy-duty series offer G.V.W.’s up to 
25,000 Ibs. Money-saving power is provided by Chevy's 
famous truck-built engines — economy-minded 6's for 
all models up to 22,000 Ibs. G.V.W. and tough V8’s for 
bigger models. Chevy makes tilt cab design work 
like never before; you can see for yourself by visiting 
your Chevrolet dealer right now! . . . Chevrolet Divi- 
sion of General Motors, Detroit 2, Michigan. 
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KLIMATIC 
KING 


Solves the Humidity Problem 
at Cass Clay Creamery, Inc. 





The Cass Clay Creamery Company of Fargo, 
North Dakota has utilized a variety of King 
equipment in its new ultra-modern 85,000 
square foot plant. Included are Klimatic King 
units, a King Sharp Freeze unit and King 
Exhaust Ventilators. 

The heating and ventilating as well as 
humidity control was achieved through use of 
Klimatic King conditioning units which have 
been specially designed for dairy, ice cream 
and food processing plants. 


Standard Klimatic King has galvanized steel, completely 
Tari ehi-te Medel Tilt Mol iiolulolii@aellige | Mello MA colt tsl-1-1-Mulel lols 


for operating economy. Can be used for cooling with the 


addition of a cooling coil sizes 3,500 to 20,000 CFM 


Klimatic King units and King Exhaust Blowers are both in 
stalled on the roof... thereby conserving valuable space 


n the processing areas 





Write for 17 detailed technical and information bulletins. 




















-KLIMATIC COMPANY OF 
es OWATONNA 
KING 914 North Cedar St. ¢ Owatonna Minn 
: Manufocturers of shorp freeze, cooling, ventilating and heating systems 
Write No. 68 on Reader Service Card 
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perimental data show a level of feeding to test 
animals that is safe to the animal and provides 
a satisfactory margin of safety for the levels in the 
human diet. 


Requests and supporting data for time exten- 
sions should be filed with the Commissioner of Food 
1960, FDA said. This 
will permit the agency to act on the requests and 


and Drugs by February 1, 


publish its decisions in the Federal Register before 
the law takes effect. In this way all concerned will 
be informed as to the specific food additives that 
may be used legally. 


IOWA DAIRYMAN OFF FOR BOMBAY 





Bill Hitz (second from left) admires a “Hindu 
seat cushion,” liberally spiked, being pre- 
sented by lowa ADA manager Al Hagen. 


lowa dairymen opened 1960 with an early- 
morning airport party January 1, honoring Bill Hitz, 
ADA vice-president and widely known Guernsey 
breeder and judge. Mr. Hitz left Des Moines on the 
first leg of a trip to Bombay, where he will be part 
of a two-man team demonstrating American ma- 
chinery to reconstitute milk, and seeking markets 
for dried products. 


CREAMERY PACKAGE MANUFACTURING 
ACQUIRED BY PAPER COMPANY 
The St. Regis Paper Company has announced 

its intention of acquiring the Creamery Package 

Manufacturing Company, a leading manufacturer 

and distributor of dairy supplies, equipment and 

machinery. The paper company has filed a registra- 
tion statement with the Securities and Exchange 

Commission relative to the issuance of 300,77] 

shares of St. Regis common stock to be offered on 

a share-for-share basis in exchange for the outstand- 

ing common stock of Creamery Package. The offe: 

is contingent upon its acceptance by not less than 

80 per cent of Creamery Package Mfg. Company’s 

stockholders. 


Creamery Package makes and sells heat ex- 
changers, mechanical refrigeration, equipment ho- 
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Neatway Containers are made of durable Fosta Tuf-Flex, 
a product of Foster Grant Co., Inc., Leominster, Mass. 
69 on Reader Service Card 


Write No. 


February, 1960 





Have to bend to post your profit trend? Prepare to 
stand tall! The Neatway approach to marketing ice 
cream, cottage cheese and other dairy products can 
double sales . . . raise profits. 


In carton-cluttered showcases, distinctively- 
modern Neatway packaging stands out refreshingly 
compelling. The crisp, clean container is an item 
people can’t resist picking up. Its clear transparency 
invites scurrying shoppers to “‘see for yourself” the 
goodness within. Tastefully, candidly it says, ‘“‘Here 
is a quality product.”’ As a result, consumers buy 
more .. . gladly pay more for your product. 


And housewives keep right on buying your brand 
They discover that ice cream from a Neatway tastes 
better (the air is squeezed out during the dishing 
up). Flavor and freshness are perfect. Besides, they 
want to get more of these handy, re-usable containers. 


Let us show you how the Neatway Plan can build 
your sales and profits. Write for full information 
today. 


NEATWAY — The RIGHT WAY To Build Profits 





CiTy AND STATE_ 


4 
| c | 
| NEATWAY PRODUCTS, INC. | 
W TS, ING. 
| Dept. MR-20, 2845 Harriet Avenue, Minneapolis, Minn, ) 
I would like complete information on the Neatway 
Plan for improving sales and profits. | 
NAME 
; CoMPANY 
| STREET | 
| | 
| | 
4 = 











Consumers prefer 
Sealking...10 to 1 





U.S. Testing Laboratory proves supermarket 
customers overwhelmingly prefer Sealking 
NO-WAX Milk Cartons. 

Wherever tested, Sealking NO-WAX 
milk cartons out-polled in consumer preferences 
other milk cartons 10 to 1. 





Sealrigyht 


PACKAGEERS TO THE DAIRY INDUSTRY 








SEALRIGHT-OSWEGO FALLS CORP., FULTON, N.Y. © KANSAS CITY, KANSAS 
SEALRIGHT PACIFIC, LTD., LOS ANGELES, CALIFORNIA 


SEALRIGHT CANADA LTD., PETERBOROUGH, ONTARIO, CANADA 
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mougenizers, and pumps for bakeries, brewers and 
canneries. It also manufactures bulk milk cooling 
tanks for dairy farms and refrigeration machinery 
for frozen food and storage plants and ice rinks. 


The company has four plants located at Fort 
Atkinson and Lake Mills, Wisconsin, and De Kalb 
and Arlington Heights, Illinois. It also has 24 branch 
warehouses in leading cities in the United States. 
These outlets, besides distributing the company’s 


of milk and butterfat sold by farmers, the U. S. 
Department of Agriculture as in the past will offer 
to purchase butter, cheddar cheese and nonfat dry 
milk in carlot quantities. 


The current purchase prices for nonfat dry 
milk and cheddar cheese will be continued, except 
that the buying price for nonfat dry milk in barrels 
and drums will be the same as the current price for 


it in bags. Purchase prices for butter will be an- 








own products, are jobbers of dairy supplies, includ- nounced later after consultation with the trade about 




































ing corrugated boxes and other paper products. A regional differentials. It is estimated that buying 
Canadian sales subsidiary, Creamery Package Mfg. 
Co. of Chicago, Ltd., is located at Toronto, Ontario. 
Creamery Package, founded in 1887, did more than 


$30,000,000 in sales in 1959. 


prices will result in national average prices to 
farmers for manufacturing milk and _ butterfat at 
least equal to the announced support prices. 
The 1960 support rates are about 77 per cent 
e of both the parity equivalent price for manufacturing 
DAIRY SUPPORT PRICES WILL 
REMAIN UNCHANGED THIS YEAR 


Secretary of Agriculture Ezra Taft Benson an- 


milk and the parity price for butterfat, based on 
parity prices as announced on December 30, 1959. 
This continues the percentage-of-parity level of sup- 


nounced that current dollar-and-cents support prices port which is currently in effect. 


for manufacturing milk and butterfat will be con- The Secretary of Agriculture is required by 
tinued through the 1960-61 marketing year which law to set a level of price supports that will “assure 
begins on April 1. an adequate supply.” This must be done before the 
The support prices are being continued at $3.06 beginning of the marketing year. 


, >dwei 9 manufacturing milk « 56.6 . 
per hundredweight for manufacturing milk and 56 Cash receipts to producers from marketings 


during 1960 are estimated to be $4.7 billion — the 


highest on record. 


Gy) Mh y On A TRUSTED NAME IN 
ALL DAIRY PRODUCTS 


You can depend upon Mid-West for 
fine quality butter, churned from top 
quality cream; available in Valley Lea 
package or your Brand Name. 


Fluid, frozen and special formula, 


cents per pound for butterfat. 


In carrying out the program to support prices 
























The Dairy Plant's 
All-Purpose 


BUTTER 


SWEET 





Valley Loa 


C REAM approved for many restricted mar- Lo-TEmMP 3 
kets. Tanker service if preferred. (SPRAY PROCESS) 
ee eee NoNnFAT Dry MILK ' 








Highest quality fresh milk and cream, 
Ic E o R E A M carefully processed under constant lab- 
M LX oratory control, is your assurance of a 

_mix that fulfills evey ice cream need. 


Processed from high quality, 
farm-fresh fluid milk, at uni- 
form low temperatures, you 
find Valley Lea (spray proc- 
“You can depend upon the high ess) Lo-Temp, Nonfat Dry 
quality of Mid-West Cheddar: Milk will fulfill your every 
packaged Longhorns, Daisies, need in the dairy plant. Use 


Blocks, Cheddars. it in making Cottage Cheese; An Organization Equipped 


Processed especielly for the Baking in- <hocclote Mik ond Choco- ang Prepared To Serve You. 


a igh i f late Drink; Cultured Butter- : . 
usiry, a high quality product a Sry milk; Ice Cream Mix and in Mid-West’s assured milk supply received 
need, acceptable for some dairy uses. 


other products. Made by by creamery and dairy plants throughout \ 
Packaged 50 or 100 pounds, polyeth- practical dairymen, under Michigan, Indiana, Illinois, Ohio and , 
ylone-tined Sage or in Hive drums. Tennessee is our guarantee to you of sup- 


CHEDDAR 
CHEESE 


BAKERY QUALITY 
NONFAT 
Dry MILK 
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constant labcratory control, 















A top quality product—when you especially for use in the ply and quality dependability—at all times. 
MAM TRAATL ITEM ccd. it—assured by Mid-West's ee ees 
_vast buttermaking operations. With Valley 1 industry (both fluid ond manu facturing I 

o_o a ame ae om a a oe ow ae ao Your ‘Milk § se bo-Temp,] 29d have modern processing facilities and 
“You always can depend upon Mid- West trained personnel, working under the P 
SPECIAL FORMUL A for your special needs as they arise; watchful eyes of laboratory technicians, ‘ 
we have a vast milk supply from the to give you the high quality product you ‘ 
D AIRY P RODUCTS best dairy farms of five dairy states. want— When You Want It. l 


Mntid-Weat Producers! Creameniea, inc. 


224 West Jef South Bend 1, Indiana 
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DARIFLEX: Here is the regular- 
priced coating with many premium- 
priced advantages: No serpentine, 
“orange peel” or pinholes usually found 
in economy coatings. Less flaking than 
many premium-priced waxes. High 
Shock resistance, good mileage, less 
bulge and no carton sag or limpness. 


Quaker State 
creates three new 
‘\\- all-white coatings 
s\ for milk cartons 









* “a $ 


% 


SUPER BLEND: A leader in its 


field, this uniform coating assures 
carton rigidity, minimum rub-off on 
machine parts, excellent scuff- 
resistance. Also, high resistance to 
absorption with all packaged products. 
Controlled dispersion of a special plastic 
additive gives smooth, glossy finish. 


“% . rel ae af} 
p= Se aden » Sa 
* * a Maes oe Li 
at A RE ANS 
This photograph shows the all-white, smooth, flawless finish of Quaker State carton coatings. 


Which one best fits your packaging needs? 












“* . _ 
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SUPER BLEND H-F (HI-FLEX): 
This tough coating can take the rough- 
est abuse in machine handling and 
long hauls. Resistance to thermal shock 
means high flexibility at low temper- 
atures. No flaking problem. Adheres 
well to old or new paperboard. The most 
durable, flexible coating you can buy! 


For full details, contact: Wax Specialties Department, QUAKER STATE OIL REFINING CORP., OIL CITY, PA. 
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Do-It-Yourself Traffic Safety Display 


A UNIQUE, three-dimensional 


safety display which demonstrates 
in visual terms the possible conse- 
quences of careless driving has 
proved to be an effective instru- 
ment in teaching traffic safety. The 
display was designed by William 
Bailey, a veteran route supervisor 
with forty-four years of service at 
Sealtest Sheffield New 
York. 

The display duplicates in mini- 
ature a broad avenue equipped 
with cars of appropriate scale. The 
used to demonstrate 20 
major causes of accidents. Each 
accident is identified and described 
on a large panel mounted behind 
the display. 


Farms in 
cars are 


Easily Constructed 

Mr. Bailey's project was con- 
structed using toy cars sold in the 
five and ten; lamp posts, traffic 
lights and trees, sold as accessories 
for electric trains; a large panel 
board; and a small amount of paint. 


‘ 
Ne \ 











By JOAN AGRANOFF 


This photograph of the safety display board shows how cars 


are positioned to demonstrate 
note listing on poster at rear. 


With a modest amount of time and 
effort and a small expenditure of 
money, Mr. Bailey’s efforts can 
easily be duplicated. Here’s how to 
go about it. 


major causes of accidents. Also 


A panel board, about 5 x 3 feet, 
is mounted on wooden horses or 
placed on a table near a wall. The 
board is painted gray with white 

(Please Turn to Page 107) 

















wi uw 
> 
\  ¢ a 4 
On th 7 : 
— od MAIN ST. = 
— —— {a 
2 ss a 4 
a S. re) 
3 @ © oF = © - 
CENTER ROAD |¢ 
; os WHITE LINE 
¥ 
7 @ -——@ - => =P (7) — 
0) 
_ 
™ 








fee Oe 





he 9 








This is a sample display. Set-ups can be varied to point up danger spots and careless driving 
practices in particular areas. Above, a major cause of accidents is illustrated by each grouping. 
(1) Passing on a curve or hill. (2) Failing to exercise caution in going through intersection. (3 Pull- 
ing away from curb without checking traffic. (4) Crossing white line to pass other car. (5) Double 
parking. (6) Backing into space without checking cars coming in same direction. (7) Following 
tco close. (8) Driving too slow. (9) Failing to make full stop at railroad crossing. 
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CLEANER BOTTLES 
AT LOWER COSTS 





CRF Sh a 


— my Gy) hg Bog . 9 sane gee 





: Girton Manufacturing Co. has been a leading name in the bottle washing 
field since 1934. They have successful installations in 34 states and 7 foreign 
countries. Their enviable record for high quality workmanship and practical engi- 
neering promises to every new buyer the very finest bottle washer. 


AUTOMATIC OPERATION 
Bottle washing with a Girton Soaker 
Washer is completely automatic. After 
the operator places the bottles on the 
stainless steel table, each succeeding 
operation takes place automatically, 








2 / A ne until clean, sterile bottles are delivered. 
Half-pints through half-gallons all fit neatly in the Girton patented 
pocket, and there is NEVER any danger of jamming. No other manu- 
facturer can make this claim. SPACE SAVING 
If a half-pint enters the pocket on an angle, the design of the Girton Girton Bottle Washers save as much 
pocket allows the bottle to slide into proper position as the cup begins to as 8-1/2 square feet of floor space over 
move through the first cycle. other machines of the same rated 
ie capacity. 


HEADERS EASILY CLEANED 

The headers are easily cleaned with 
a long handled brush, and they need not 
be removed from the machine. 





FOR ALL THE FACTS AND FIGURES, 
WRITE FOR OUR NEW 
28-PAGE BULLETIN. 


G. COMPANY 


NNSYLVANI/ 





The Girton Circulating Pumps are designed for highly efficient 
operation and long life. The pump housing is made of formed steel rather GIRTON MF 
MILLVILLE 





than conventional cast iron. The impeller operates on an inside suction 
action and is fitted to a heat treated steel shaft that revolves on Timken 
tapered bearings. 
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By V. H. NIELSEN 


How to Utilize Fat Surplus 
Most Advantageously 


QUESTION—Iin our plant we 
process about 100,000 pounds 
of milk daily. The average fat 
test of this milk is above 5.5 per 
cent. Thus we have a consider- 
able fat surplus which we dis- 
pose of to suitable outlets as 40 
per cent cream. We feel that in 
selling this product we also let 
some skimmilk go at a price 
which is much below its value if 
utilized in Class I. 


Would it be to our advantage 
to sell the fat in a more concen- 
trated form, say as 80 per cent 
plastic cream or butter oil and 
thereby recover more skimmilk? 
Or could we make butter of the 
cream and use the sweet butter- 
milk for standardization of the 
bottled whole milk? 

Texas 

ANSWER — Your problem illus- 
trates the distinct disadvantages of 
handling fluid milk with high fat 
content in a period when the de- 
mand tends to be for dairy products 
containing little or no fat. You are 
right, therefore, in attempting to 
recover as much of the nonfat solids 
as possible for the highest utiliza- 
tion. However, I must advise you 
to rule out butter manufacturing if 
you count on using the buttermilk 
for standardization. Even if, by 
using a metal churn and stainless 
steel pumps and pipes, you might 
meet Grade A requirements for 
the equipment, you would not be 
permitted to use buttermilk from 


the churn for the standardization 
of fluid milk. This would violate the 
definition of fluid milk products in 
most ordinances and probably also 
create some keeping quality prob- 
lems. 


The manufacture of butter oil or 
anhydrous milk fat would probably 
not fit into your operation either. 
Anhydrous milk fat is usually made 
from cheaper sources than Grade A 
milk and would not find any Class 
I use. Also the volume you would 
manufacture is too small to insure 
an efficient, low cost operation. 
You would, however, be able to 
to recover the largest portion of the 
nonfat solids for Class I use by 
separating a heavy cream (80 per 
cent fat) in the first stage of the 
process. 


The manufacture of heavy, plas- 
tic cream containing 80 per cent 
fat might give you a better return 
than selling 40 per cent cream 
provided, of course, that you can 
find a market for plastic cream at 
the same price for butterfat as the 
40 per cent cream. Whether the 
latter is used for fluid cream in 
Class I or for ice cream and other 
products in Class I, the buyer may 
still count on the nonfat solids in 
it for the further standardization 
of his products. This may affect the 
price of the plastic cream. 


Without knowing how much sur- 
plus fat you produce daily and 
having no knowledge of the prices 





you may command for the various 
products in your area, it is impos- 
sible to forecast the best possible 
utilization. By making a few as- 
sumptions we may be able to pre- 
pare an analysis which may serve 
as a guide in vour dispositions. 


If the average fat content of your 
milk is 5.5 per cent we can estimate 
the nonfat solids content by the 
following formula: 

7.07 + (0.4) (5.5) = 9.27 per cent 

The nonfat solids content of the 
skimmilk is approximately 

(9.27) (100) 


—————— = 9.8 per cent 
(100 — 5.5) 


If, on the average, you need to 
reduce the fat content of your milk 
to 3.6 per cent, the weight (x) of 
surplus cream containing 40 per 
cent fat can be estimated from the 
following equation: 

(x) (40) + (100,000 — x) (3.6) = 

(100,000) (5.5) 

Solving for x we find that you will 
produce 5220 pounds of cream con- 
taining 

(5,220) (0.40) = 2,088 pounds of fat 
By the same method we estimate 
that the weight of surplus cream 
containing 80 per cent fat is 2487 
pounds which is equivalent to 

(2,487) (0.8) = 1,990 pounds of fat 
By separating an 80 per cent cream, 
your gain in skimmilk recovery is 

(5,220) (0.60) — (2,487) (0.20) = 

2,635 pounds 

If, in your market, Class I price 
per 100 pounds of 4.0 per cent 
milk is $6.00 with a butterfat dif- 
ferential of 7.1 cents, the Class I 
value of the skimmilk is approxi- 
mately $3.40 per 100 pounds. If 
you can use all of it for fluid use, 


(Please Turn to Page 111) 
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Introducing the 
most economical™ 
separator 

on the market 


ie 


rot WESTFALIA'S 
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LBS. PER HOUR 
warm milk separator 


It had to come... the logical successor 

to the popular MM-9004 (20,000 pounds 
per hour) Warm Milk Separator... 
Embodying the same advanced design and 
performance features, the new WESTFALIA 
MM-13004 “Liquid-SEAL” Separator gives 
you 30,000 pounds per hour with the 

same high skimming efficiency. 


*Higher Capacity at Lowest Cost: Compared with 
all other warm milk separators in this 
capacity range, cost of the MM-13004 
per pound capacity is lowest. 





See your nearest WESTFALIA dealer for full details 
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75 WEST FOREST AVE., ENGLEWOOD, N. J. + PHONE LOWELL 9-0755 
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Prof. Lucas will be glad to 
answer questions sent to 
him at the Dairy Depart- 
ment, Michigan State Uni- 
versity, East Lansing, Mich. 


Trouble with 
High-Temperature 
Pasteurization 


Testing Butter 
For Butterfat 
Content 
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Answers to 


Milk 


Plant 


Problems 


By P. S. LUCAS 


(The following is a translation 
from the Spanish of this gentle- 
man’s letter.) 


PROBLEM-—In the hope that you 
may aid us to resolve the problems 
with which we contend, we direct 
ourselves to you since you have a 
section of technical consultants and 
perhaps you may recognize our 
problems. 


The plant to which I refer and 
which is the object of this consulta- 
tion, is located in a warm (hot) 
region where in summertime the 
temperature in the shade reaches 
to 35° C. (95° F.). Due to that, 
the milk that we process arrives 
at our plant even with 21° Dornic. 
In the majority of cases, we lower 
this acidity by agitation and cool- 
ing and sporadically we aid our 
selves with chalky salt substances 
in order to lower the acidity a little 
and leave it around 17° Dornic for 
its bottling. 


In our dairy plant we bottle 
around 10,000 liters daily, although 
we have capacity for 50,000. The 
milk that we produce is [sterilized] 
and [homogenized] milk and in 
order that it may be sterile we ex- 
perience the necessity to subject it 
to a double heating. The first of 
them is at 135° C. (275° F.) for 
6 seconds; the second is already 
bottled heating it at 112° C. 
(233.6° F.) for 22 minutes. The 


milk processed in this way, finally 
results with a slightly brown color; 
we have understood that the direct 
cause of this color is the lactose of 
the milk, since, due to the heat, it 
undergoes a process of polimeriza- 
tion. We wish to know if there is 
any substance that might be added 
in order to avoid the appearance of 
this color and that the milk may 
result white as it actually is. 


Before being subjected to the 
heat, it is homogenized at a pres- 
sure of 250 kgms. (551.15 Ibs.) 
per sq. cm. Through necessities of 
our plant, on occasions we have to 
store the milk until 15 days, and 
in this elapsed time we have en- 
countered the formation of a layer 
of cream which separates from the 
milk. We desire to know if there 
may be any method to follow to 
avoid this defect. Since having 
inspected scrupulously the mechan- 
ical system of the homogenization 
and not having found any de- 
fects, consequently it works well 
mechanically. 


After bottling our milk, the taste 
of it changes totally, then is differ- 
ent from the taste of the raw milk, 
and many persons do not like this 
taste which is very similar to that 
of the canned milk. We wish to 
know if any method actually exists 
that might avoid the appearance 
of the taste that our milk acquires 
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GAULIN...BUILT WITH YOUR FUTURE IN MIND 








Earl R. Derwin, Manager of Twin Oaks Dairy 
at the Gaulin M30 Homogenizer. Capacity 
2000 G.P.H. 


Proof of Dependability. ne For over 50 years, Gaulins have been proving 


themselves for efficiency, long life and low 


TWIN OAKS DAIRY maintenance cost. In fact, hundreds of machines, 
SELECTS GAULIN M30 20 years old and even older, are still in daily 


operation. 


“GOLDEN SERIES” Today, the Gaulin‘‘ Golden Series’’ Homogenizers 
are “‘on the job” in dairy after dairy. 


HOMOGENIZER FOR Illustrated above is the installation of the Gaulin 
M30, at the Twin Oaks Dairy, Chicago, Illinois. 
EFFICIENCY AND DURABILITY ee ee 7 crema 


Be sure to get the best homogenizer value for 
today. Contact your local Manton-Gaulin Dealer 
for the complete story. 


MANUFACTURING CO. Inc 
SVERETT, masse 


_ ‘ T 49 Garden Street, Everett 49 Mass. 
opacity mis 
150 — 400 G.P.H. Capacity 500 — 1800 G.P.H. 
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due to its processing, in order to 
improve it thereupon. 


The system employed by us is 
that of the Fabrica Stork de Am- 
sterdam, Holland. 


We believe that with the facts 
given before it may be possible for 
you to aid us to solve these prob- 
lems, which, for the life of our 
company are of total importance 
and which to us deserve an im- 
mediate solution, since presently, 
due to the problems enumerated 
above, we find ourselves in a very 
critical situation. 


In the hope of receiving directly 
the reply to our questions, we un- 
dersign ourselves as yours sincerely, 


C. M. T., Mexico 


(Note: Dornic is a term used in 
Europe to designate acidity. It is 
defined as the number of milliters 
of 0.046 N. Ca(OH): required to 
neutralize 100 ml. of milk). 


ANSWER-—You are faced with a 
man-sized problem in transporta- 
tion of milk and the length of time 
the milk must be held before mar- 
keting as well as your pasteuriza- 
tion difficulties. 


It should be said first that the 
Fabrica Stork de Amsterdam Ultra 
High Temperature pasteurizer is 
not known here. Undoubtedly its 
principles are similar to those used 
in this country, however. 


You are tremendously _handi- 
capped in having to receive milk 
at 35° C. outside temperatures. At 
such a temperature it is difficult to 
keep the milk cool between the 
farm and dairy plant. Would tank 
collection of milk help in getting 
the milk to your plant at a low 
temperature? 


Browning of milk is caused by 
degeneration of a portion of the 
lactose content. Slight browning 
occurs by heating at around 110° 
C. At this temperature all the 
water of crystallization is lost. At 
130° C. further color change takes 
place with the production of hex- 
oses. Heating to 170° C. the lac- 
tose turns brown, several substances 
being formed such as lactocaramel 
and anhydrons. This change may 
be alleviated to an extent by using 
the valve to release the gases from 
the heating tube forced out by the 
heat and by speeding the flow of 


milk through the heater. No ma- 
terial is known which will prevent 
browning, except sodium nitrate, 
and this is deleterious to health, 
especially to infants. Condensed 
milk manufacturers have found it 
helpful to lessen the time of storage 
and to lower the temperature of 
storage. 


You are using too low pressures 
on the homogenizer. The recom- 





“... Whole batch is sour. . .” 


mendation in the United States is 
2,000-2,500 pounds which is equiv- 
alent to 907 to 1,133 kilograms. 
This should prevent the formation 
of a cream layer. It makes little 
difference if homogenization is 
done before or after pasteurization. 


Holding the milk at the second 
pasteurization for 22 minutes at 
112° C. seems unnecessarily long. 
Sterilization occurs at 285° F. for 
15 seconds, or 300° F. for 0.5 
seconds. If sterilized by the first 
heating, why heat a second time 
unless to control post pasteuriza- 
tion contamination? You are heat- 
ing too much and for too long a 
time. These high temperatures are 
bound to cause considerable chem- 
ical change other than discoloring 
the milk. These chemical changes 
affect the taste, causing not only 
a cooked flavor, but an astringent 
feel in the mouth entirely foreign 
to normal milk. Being unfamiliar 
with conditions in subtropic areas, 
it is perhaps impertinent to sug- 
gest that the second pasteurization 
should not be done. It would seem 
that the one short time period 
should be sufficient. If one period 
of heating sterilizes the milk, a 
second heating is unnecessary un- 





less there is contamination after 
the heating period. Excessive fre- 
quency of heating is bound to in- 
jure taste and color of the milk. 


By all means, try to improve the 
farm supply to eliminate neutraliza- 
tion; and, if possible, speed up 
distribution so that it will be un- 
necessary to hold the milk 15 days 
before marketing. 


PROBLEM — In the past we 
have been testing our butter for 
moisture and salt. It now seems 
advisable to test it also for but- 
terfat content since we are 
asked to guarantee that it con- 
tains 80 per cent fat and 16 per 
cent or below water, whether 
sold as sweet or unsalted butter. 
Do you have such a test which 
you could recommend as a prac- 
tical factory method? 


A. F. D., Michigan 


ANSWER-The fairly well-known 
Gasoline Extraction method is still 
used successfully in many butter 
plants. If carefully manipulated, 
there is little danger of fire when 
evaporating the gasoline. 


Butter is composed of butterfat, 
water, curd or casein (buttermilk), 
and salt. When butter is made 
from pasteurized cream, there is 
scarcely ever present as much as 
one per cent of curd; so for pur- 
poses of safety the amount may be 
assumed to be one per cent instead 
of actually weighing the curd. It 
may be actually weighed by this 
method on a torsion balance if 
desired. 


To make the test, determine the 
moisture content first in the usual 
manner, taking care not to burn 
the sample. Save the residue and 
dissolve it in two washings of white 
gasoline of around 50 ml. each. De- 
cant this mixture into a tared cup 
of aluminum and evaporate the 
gasoline over a steam oven or even 
an electric plate at low heat. Re- 
weigh the cup and calculate the 
amount of butterfat left in the cup. 
Thus if a ten-grain sample of butter 
was used and 8.3 grams of butter- 
fat was left after evaporation of 
the gasoline solvent, the butter con- 
tained 83 per cent butterfat. Next, 
dry the salt and curd left in the 
moisture cup, dissolve it in distilled 
water to make 250 ml. and test it 
for salt in the usual manner. 
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aid your GHOCOLATE 
MILK SALES 





Kraft’s Miniature Marshmallow 
promotion again leads the way to 
more chocolate milk sales. 

This year, a special Melmac 

mug tie-in makes it stronger 
than ever! See your 

Kraft man for details. 


INCREASE last month? 


Kraft’s 3-step “formula” for boosting chocolate milk 
sales is so simple and powerful, it works every time! 

First, Kraft supplies dairies with the finest Chocolate 
Flavored Powders that can be produced—in the proper 
sweetness, viscosity and color that you desire. 

Second, Kraft technical men work with your techni- 
cal men to make sure the quality of the chocolate milk 
you offer is always uniform. 

Third—and this is the most important of all—Kraft 
Supplies you with outstanding sales promotions and 
merchandising ideas. The right kind of program is 
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created for your particular needs. 

Your Kraft salesman has a file of case histories that 
demonstrate what this combination has done for dairies 
across the country. He'd welcome an opportunity to 
give you the details of what Kraft can do for you. 
Call your nearest Kraft branch or division today. 


KRAFT (K) FOODS 


500 Peshtigo Court, Chicago 90, Illinois 


Division Offices: New York; Garland, Texas; Chicago; San Francisco 
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Wherever you see this 
demonstrator model of the 


International Truck 
with Metroette° 
Dari-Van Body 


you have your greatest 
opportunity to try America’s 
finest dairy-delivery buy! 
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An INTERNATIONAL Truck with 
Metroette Dari-Van body gives you 
more for your money: 


In construction: Chassis and 
body, with interior arrangements of 
your choice, are factory-matched. 
You needn’t deal with a truck and 
body builder. Now get longer truck 
life with true unit tightness, 3-way 
anti-rust protection at critical areas, 
undercoating that won’t fall away. 


In service: The nation’s largest 
network of exclusive truck parts and 
service outlets keep trucks economi- 
cally efficient. You get parts and serv- 
ice when needed—trucks don’t take 
expensive “days off.” 


In ease of operation: Up to 
125 case capacity—man-sized acces- 
sibility. Sit-or-stand drive with dual 
brake, clutch, accelerator. Metro- 


Matic (automatic) 3 or 4-speed 
transmission, smooth, economical 
six-cylinder power. Night-before 
loading with extra-heavy insulation 
in roof, walls and floor. 

Try the INTERNATIONAL Truck 
with Metroette Dari-Van body at the 
home of America’s first family of 
multi-stop delivery trucks, INTERNA- 
TIONAL Trucks with Metro bodies. 
See your INTERNATIONAL Dealer or 
Branch today! 





INTERNATIONAL TRUCKS 
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INTERNATIONAL HARVESTER CO., 


WORLD’S MOST COMPLETE LINE arias 
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CHICAGO Bd 


Crawler Tractors - Construction Equipment . 


McCormick® Farm Equipment and Farmall® Tractors 
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FLORIDA: 


Rural Health Committee 
Deplores Antibiotics in Milk 


Concern over indiscriminate use 
of antibiotics in agriculture was 
expressed by the Florida Com- 
mittee on Rural Health, meeting 
in Gainesville. A 10-member group 
representing five cooperating or- 
ganizations, the committee referred 
specifically to the dairy industry 


Governments Can Purchase Milk at Discount 
Committee Opposes Antibiotics in Milk 
Compulsory Milkhouse Under Study 


Wisconsin Drives for All Grade ““A” 


where penicillin is used to treat 
mastitis. Members of the committee 
said they were encouraged that the 
U. S. Food and Drug Administra- 
tion has decided to take action in 
the field. A new subcommittee was 
set up to keep abreast of the prob- 
lem in Florida. 


It was noted instances have been 
reported where penicillin used in 
treatment of cows has entered the 


milk, causing bad reactions among 
humans and building up a toler- 
ance to the drug. 


The committee approved publi- 
cation of a new brochure outlining 
to physicians treatment for agri- 
cultural insecticide poisoning and 
went on record in favor of a tight- 
ening of insecticide spray regula- 
tions. 


Represented on the committee 
are the Florida Agricultural Ex- 
tension Service, Florida Farm Bu- 
reau Federation, State Board of 
Health, Florida Medical Associa- 
tion, and the Florida State Veter- 
inary Association. 


MINNESOTA: 


Compulsory Milkhouse Proposal 
Contemplated by Legislature 


Divergent views on a proposed 
compulsory milkhouse law for Min- 
nesota were expressed at a hearing 
conducted recently by the State 
Legislative Interim Commission 
studying agricultural problems. 











Are You Receiving What You Are Paying For ? 


The use of 


SIEMENS SANITARY 


FLOW METERS 


provides the necessary 


equipment to check this point. 


It has been proven in more than 500 
the dairymen who 
does not use an accurate and economi- 
cal method of checking his receipts is 
losing an average of 125 Ibs. per tank 
truck. Based on $5.00 per cwt. milk, 
each truck received per day presents 
a loss of $1,775.00 per year. 


installations that 


Write for brochure AM-2 describing this measuring 


instrument. 
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Every product bearing the name Henry carries with it 
complete assurance of on-the-job satisfaction. This quality 
of performance and the confidence it inspires have made 
Henry the most accepted line in the industry. For 
Commercial Refrigeration and Air Conditioning Systems 


; z Using Refrigerants 12, 22 and Ammonia. 
CONTROLLING 


FLOW 
SINCE 1914 


VALVES— Shut-off 


Packless, Packed and Wing Cap Types 
integral and Flanged Connections 











VALVES—Pressure Relief 


Piston and Diaphragm Types for Atmospheric 
and Vent Line Applications 


VALVES—Flow Check <a 


Spring Loaded and Free Floating Types— 
also for water and air 




















FILTER-DRIERS & Driers. = 


DRI-COR Sealed and Cartridge Types 
with Molded Core and Granular Desiccants 























Eo STRAINERS—All T 

Sealed and Cleanable—Applicable for 

water, oil and air 
Also: Tube Piercing, Line Tapping, Line Port and Can Tap Vaives 

Strain-O-Kaps and Terminal Seals for Hermetic Compressors 
HENRY cones 
COMPANY 
For Refrigeration, Air Conditioning and Industrial Applications 

" Y. MELROSE PARK, ILLINOIS, U.S.A. CABLE: HEVALCO, MELROSE PARK, iLL. 
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Proponents were led by Floyd 
Thompson, executive secretary of 
the Minnesota Creamery Operators 
and Managers Association and the 
Minnesota Dairy Products Associa- 
tion, who said it is impossible to 
detect all defects in milk at the 
creamery door. “And,” he added, 
“it only takes a couple of cans to 
spoil a batch.” Thompson said ad- 
vocates of the law concede that 
good milk can be produced without 
a milkhouse, but the probability 
that it will be produced is small. 


He contended that Minnesota is 
close to 10 years behind Wisconsin 
and other states which are moving 
toward all Grade A milk produc- 
tion. Unless something is done, he 
warned, Minnesota may lose im- 
portant markets provided by manu- 
facturers of instant milk powder. 
“We are asking for removal of bar- 
riers against Minnesota milk in the 
outside market,” Thompson de- 
clared, “but we cannot hope to 
break them down if we don’t offer 
products of the high quality as 





and designs, six sizes . 
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KUVER-TOP by MID-WEST 


SEALS AND 
RE-SEALS 


easily, tightly, again and again 


Stands up under hard use! Holds its shape, 
won't leak. Result: happier customers! 
Sturdy shell is of top-quality material, 
wax-saturated to resist moisture. Twelve colors 
. . 3%s”" to 38 mm. 
Fast, efficient single-capping, easily 
interchangeable with other systems. See your 
dairy supply jobber, or write direct 
for more detailed information. 





MID-WEST-PAK CORPORATION 


Belvidere, Illinois 


86 on Reader Service Card 








these markets are becoming ac- 
customed to.” 


Leading the opponents to the 
proposed legislation were Clint 
Hess of the Minnesota Farmers 
Union, State Senator C. Elmer 
Johnson, Almelund; and John Pom- 
erenki, Parkers Prairie. 


VIRGINIA: 


Bill Would Switch Control From 
Cities to a State Agency 


A bill prepared for introduction 
in the 1960 Virginia legislature 
would place all milk inspection in 
the state under the State Depart- 
ment of Agriculture. The measure 
would nullify milk control ordin- 
ances in several cities which now 
do their own inspecting. 


WASHINGTON: 


Official Proposes Law Allowing 
Producers to Control Prices 


State Agriculture Director Joseph 
Dwyer endorsed a proposed Wash- 
ington law that would permit dairy- 
men to control milk prices. He 
explained the proposed state mar- 
keting act would provide a tool 
through which dairymen could ad- 
just production, manage surpluses 
and provide a profit margin suff- 
cient to keep them in business. 
While the proposed act would not 
in itself fix prices or control pro- 
duction, he said, it would enable 
dairymen themselves to vote for or 
against a marketing order. 


ARIZONA: 


Welfare Officials Want to Use 
Skim Now Going Down Drain 


Revision of an inflexible federal 
milk marketing order to make any 
future excess skim milk available 
for use by charitable organizations 
was sought by health and welfare 
officials of Arizona and the city of 
Phoenix. They authorized a letter 
to U. S. Secretary of Agriculture 
Ezra Taft Benson and the Milk 
Marketing Administration of the 
USDA urging that the milk mar- 
keting order be interpreted or re- 
vised so that future excess skim 
milk need not be wasted. 


Individuals and organizations in 
Phoenix had tried to find a way to 
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Here is a 3000 gallon Milk Pick-Up 
Trailer that does carry a greater payload 
on every trip... It is legal on an 18,000# 
axle rating-and carries an extra bonus 

load of 1700 lbs. of milk, riding free on 
every trip. Completely insulated- 

stainless steel inside and out, from 





" : cabinet doors to front nose section. A STAINLESS STEEL 
le | beauty in design-but even better, is 

mn engineered for trouble-free long life. INSIDE AND OUT 
e Write for complete details—today! 

of 

-r 

” Manufactured by 


- | Standard Steel Works, Inc. 


NORTH KANSAS CITY, MO. 
Spartanburg, So. Car. Englewood, N. J. 
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obtain and use some of the excess 
skim milk that went down the 
drain when supplies exceeded sales 
of fresh bottled milk and plants 
were unable to make economical 
use of the oversupply of skim milk 
in manufacturing. Their efforts 
were blocked by the federal milk 
marketing order, which was set up 
at the request of milk producers 
to assure a plentiful supply, yet 
protect their price structure. 


Arizona state health require- 
ments also blocked distribution of 
the milk without further processing. 
A conference of health and welfare 
officials led to the request to the 
USDA. 


PENNSYLVANIA: 


New Controls on Private 
Sales of Milk at Farm 


Governor Lawrence signed into 
Pennsylvania law a measure pro- 
viding new controls on private sales 
of milk at the farm. In the form of 
an amendment to the state milk 
control law, the measure retains a 
two-gallon per-day limit which the 


producer can sell to any one cus- 
tomer. However, it provides that 
the consumer must furnish his own 
container, and that the milk must 
have been produced on the pro- 
ducer’s farm and must not have 
left the farm prior to the sale. 


WISCONSIN: 


New Ruling Says Dry Milk 
So Labeled Must be Grade “A” 


In what was heralded as the first 
move of its kind by any state, a 
new regulation covering the manu- 
facture and sale of Wisconsin 
Grade A dry milk products was 
announced by State Agriculture Di- 
rector Donald N. McDowell. The 
regulation provides that no person 
or firm may sell dry milk products 
labeled or represented as Grade A 
unless top grade requirements have 
been met. Plant operators desiring 
to use the Grade A label must 
obtain a permit from the State 
Agriculture Department at a semi- 
annual fee of $125. Money from 
the permits will be used to finance 
the cost of the program’s super- 
vision and inspections. 


CALIFORNIA: 


Discounts Allowed for Bulk Pur- 
chase by Government Agencies 


The State Milk Control Bureau 
announced that discounts would be 
granted all agencies of the federal, 
state, or local government which 
purchase large quantities of milk, 
effective January 1, in 19 of the 
state’s 28 milk marketing areas. 
Similar discounts previously were 
established for the other areas. 


The discounts generally range 
from 10 per cent for deliveries of 
milk of $250 up to $500, and 12% 
per cent for purchases in excess of 
$500. Bureau officials said the dis- 
counts were based on savings in 
distribution costs that result from 
purchases of large amounts. 


MASSACHUSETTS: 


Law Maker Would Abolish 
State Milk Control Commission 


A bill to abolish the State Milk 
Control Commission was filed for 
consideration by the 1960 Massa- 
chusetts legislature by Rep. Alvin 
C. Tamkin of Boston. 

















»od NEW Combination PURE WATER 


COOLER and ICE BUILDER 

















% Gor INGREDIENT and WASH WATER 
APPLICATIONS 


Provides a Clear Odorless, Palatable, 
Cold Water Supply 








Equipped with self-contained activated carbon filter, 
which removes silt, algae and chlorine from city or well 
water supply. Cools water to 34 degrees Fahrenheit. 
Pure water is chilled by ice water - prevents freeze-ups. 
The ideal water for food processing needs, butter or 














cheese wash, dough water, poultry or produce chilling. 








Front View of PURE WATER COOLER (P.W.C.) 
installed at Salerno-Megowen’s large new baking 


plant at Niles, Illinois. 


THE KING ZEERO COMPANY 





or any application where good, cold, clean water is re- 
quired. Can be connected to present refrigerating ma- 
chines using ammonia, freon, or methyl-chloride. 





The Ice Builder side of the unit may be connected to 
secondary equipment designed for ice water cooling such 
Xt as milk coolers, tanks, dough mixers, or air conditioning 
equipment. 





Write for Bulletin PWC 59. 





4300-14 W. Montrose Ave. 
Chicago 41, Ill. 


Manufacturers of Ice Builders - Ice Builder Cabinets - Ice Banks - Pure Water Coolers 
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This is Dairypak Butler... 


BRIGHTEST 
NAME 

IN 
CREATIVE 
PACKAGING 
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Butler 
 « 






Mai: 


Uurypab ble a 


BUTTER SS 
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This new star is a symbol you can trust in making 
your packaging decisions. It’s Dairypak Butler’s 
new trademark. It’s also a sign of Dairypak Butler’s 
growing contributions in the packaging field. 


Dairypak Butler now offers a complete line of 
sales-building cartons for the dairy industry. 
Exciting new carton developments at Dairypak 
Butler will soon bring you even greater 
convenience, economy and packaging effectiveness. 

Next time you need packaging guidance, 
look to Dairypak Butler. . . the brightest name in 


creative packaging! 


Dairypak<"> Butler, inc. 


Cleveland 38, Ohio 


hare He PURE-PAK CARTONS ARE MANUFACTURED UNDER 
oe 


TOUR PLESOmAL BILE COnTAIE 


LICENSE FROM EX-CELL-O CORP... DETROIT, MICHIGAN 










Milk Production in 1959 


Almost Equals Previous Year 


ILK PRODUCTION de- 
M clined almost imperceptibly 
in 1959. The 12 monthly 
milk production estimates for the 
year came to a total of 124.3 bil- 


lion pounds compared with 125.2 
billion pounds in 1958. This repre- 


sents less than one per cent under 
the 1958 figure. However, it is four 
per cent higher than the 1948-1957 
average annual output. The USDA 
says that the 1959 total production 
estimate for the country is tentative 
pending a more detailed analysis 


of numbers of milk cows and pro- 
duction per cow by states. 


In December, milk cows in the 
United States produced 9,374 mil- 
lion pounds of milk. Of the 36 
states with monthly estimates of 
milk production available, eight 
showed a record high for Decem- 
ber. These were Pennsylvania, Vir- 
ginia, West Virginia, Kentucky, 
Idaho, Utah, Washington and Cali- 
fornia. Production did not exceed 


the average for the month in 12 
states. Wisconsin was the leading 
milk producing state in December 
with 1,338 million pounds, fol- 
lowed by Minnesota with 802 mil- 
lion pounds; New York with 762 
million; California, 642 million; and 
Pennsylvania, 544 million. 





Rate Per Cow 


Milk production in crop report- 
ers herds on January 1, 1960, aver- 
aged 20.36 pounds. This is one 
per cent higher than on January 1 
a year ago. It is more than one- 
fourth above the 1949-1958 aver- 
age for the date. Rate per cow was 
at record levels except in the East 
Nortk. Central where it lagged one 
per cent behind that of January 1, 
1959. In other regions, increases 
from former highs of January 1, 
1959, ranged from only a slight 
gain in the South Atlantic to four 
per cent in the North Atlantic. For 
the whole country milk per cow 
increased five per cent during 
December, compared with a usual 
seasonal gain of four per cent from 
December | to January 1. 





A. SOLVAY take ACE ALKALI 


This heavy-duty bottle-washing 
compound gives you premium re- 
sults at a practical price . . . faster 
wetting, better penetration, more 
thorough removal of films and soils. 





Drains quickly, rinses clear. Write 
for sample and folder. 


OTHER SOLVAY® PRODUCTS FOR DAIRIES 


Anchor Alkali * Cleanser 600 
Super Cleanser * Farmdairy Cleanser 
Can Washing Cleanser 





ORDER FROM YOUR DISTRIBUTOR! 





llied SOLVAY PROCESS DIVISION 


61 Broadway, New York 6, N.Y. 


hemical , . . I'm giving you a 96 


rating . . . there goes the PUT A 
other 4 per cent... .” 
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GOURMET 
VARIETIES 


* Toasted Onion * Italian Garlic 
* Smokey Barbecue * Blue Cheese 
_ & Blue Cheese with Caraway 


POO Sage aa 


America’s Largest Manufacturer of Instant Dips Announces 


“INSTANT 
SEASONINGS” 


id invites you to make it the Biggest Profit ltem in your line! 


Here’s why it will pay you to use 


merica’s No.1 Chip dip 


IMPORTED INGREDIENTS from all over the world impart UN- 
MATCHED FLAVOR AND QUALITY. 


TREMENDOUS CONSUMER DEMAND . . 
chip-dip craze! 


. cash in on the nation-wide 
POWERFUL ADVERTISING and a complete promotional campaign. 


GET OUR TECHNICAL KNOW-HOW based on 5 years of actual field 
experience. 


PUT AMERICA’S BIGGEST MANUFACTURER of instant dips to work for 
you, 


Manufactured for 


MILK PROTEINS, Inc. 





Get on the CHIP-DIP gravy train! It’s EASY . . . it's PROFIT- 
ABLE .. . it's a BOOMING business. No new equipment 
needed! Just add “INSTANT SEASONINGS” Brand flavors 
to your own dairy products (sour cream, cream cheese or 


cottage cheese) and watch the profits roll in. 


SEND TODAY FOR FREE SAMPLES! 


MILK PROTEINS, INC. 
1627 W. FORT STREET, DETROIT 16, MICHIGAN 


Without obligation, please send me free samples of seasoning 


flavors checked: Onion Garlic Barbecue 
Blue Cheese Blue Cheese with Caraway 


NAME 
ADDRESS 


CITY 





Thirteen Groups Sponsor ‘60 
June Dairy Month Promotion 


EETING IN Chicago in 
M January, representatives of 
the 13 co-sponsoring indus- 
try groups advertising 
and promotion programing for 


the 24th annual June Dairy Month. 


reviewed 


The “June’s Best Meal Ideas 
Start with Dairy Foods” theme will 
be used again in 1960 to offer sales 
opportunites to dairies, food stores, 
restaurants and other cooperating 
organizations, said M. J. Framberg- 
er, general manager of the Ameri- 
can Dairy Association. The associa- 
tion serves as headquarters and co- 
ordinator for June Dairy Month 
activities. 


American Dairy Association’s 
newspaper and consumer magazine 
advertising will feature all dairy 
foods during June, Mr. Framberger 
said, and will be supported with 
a wide variety of materials avail- 
able for local use. 


The June issue of McCall's maga- 
zine will carry a full-color two page 
spread featuring seven summer 
dishes using all dairy foods. A 
third page will detail the recipes 
illustrated, including butter pound 
cake with ice cream, a cottage 
cheese-gelatine mold salad, evapo- 
rated milk potato salad and a sour 
cream dip. 

Support from Newspapers 

For 1960, newspaper exposure 
will be sustained throughout June. 
A series of two-color half-page ad- 
vertisements will be carried in the 
top 50 markets during the weeks of 
June 6, 13 and 20. Fifty additional 
markets will be covered by special 
half-page dairy month kick-off ads, 
in both black-and-white and color, 
during the first week of the month. 


To aid newspapers in increasing 
June Dairy Month lineage, a spe- 
cial full-color mat will be available 


as well as a variety of grocer and 
dairy ad mats in black-and-white 
released through the Publisher's 
Auxiliary. 


Additional plans include selec- 
tions of in-store and home delivery 
materials. 

The American Dairy Association 
will support its advertising schedule 
with a major national publicity 
program directed to newspaper and 
magazine food editors, radio-TV 
women’s programs, company and 
“house” publications and _ other 
media. 

Dairy groups sponsoring Dairy 
Month are the American Butter 
Institute, American Dairy Associa- 
tion, American Dry Milk Institute, 
Dairy Executives, 
Dairy Industries’ Supply Associa- 
tion, Evaporated Milk Association, 
International 


Association 


Association of Ice 
Cream Manufacturers, Milk Indus- 
try Foundation, National Cheese 
Institute, National Creameries As- 
sociation, National Dairy Council, 
National Milk Producers Federation 
and the Purebred Dairy Cattle As- 
sociation. 





© ELECTRONIC LIQUID 
LEVEL 


© INDUSTRIAL TIMERS 
© TIME SWITCHES 


ELECTRONICS.-TIME 


Lumenite™ a 


CEZANNE DREW 
STILL LIFES 


ILSON 


STILL DRAWS 
JUST ONE THING 


© MAGNETIC SWITCHES 


© ELECTRONIC 
SWITCHES 


The finest stitching wire you can put into your 
Excello machines. Wilstitch is available in 5, 10 
and 25 lb. cores and in 8” catchweight coils. Choice 
of galvanized, tinned and liquor finishes. 

Try a core of Wilstitch at our expense. Send for 
a sample core today. Find out why 
Wilson is called 


Your business is of first importance, therefore, all 
LUMENITE manufacturing and engineering are devoted 
to the sole production of Controls. In the following list 
of Bulletins there is a Control best suited to your 
operation in a money making and saving way. 


For complete information and prices check WU the Bulle- 
tins you want. We'll send them without obligation. Tear 
out the ad and use it for your requests. 


The Bulletins are technically informative; with load 
capacities, installation diagrams, etc. 


[_] TIME SWITCHES [_] NONCONDUCTIVE LIQUID 

[-] PROGRAM CLOCKS [_] AUTOMATIC RESET 

[-] CYCLE REPEATERS [_] ICE THICKNESS 

[_] TIME DELAY RELAY [_] BOILER LEVEL 

[_] AUTO-LAWN SPRINKLERS [_] MOTORIZED SANITARY VALVES 

[] LIQUID LEVEL [_] INTERVAL TIMERS 

[-] MILK LEVEL [_] PHOTO-ELECTRONIC RELAYS- COUNTERS, ETC. 
All LUMENITE products have a responsible guarantee 


LUMENITE ELECTRONIC CO. 


ENGINEERS © DESIGNERS © MANUFACTURERS 
407 South Dearborn Street Chicago 5, Illinois 


Write No. 92a on Reader Service Card 


THE MILL THAT QUALITY AND SERVICE BUILT 


WILSON STEEL AND WIRE COMPANY 


Manufacturers of Wire—Nails—Rivets 
MAIN OFFICE AND MILL « 4840 S. Western Ave. « Chicago 9, Illinois « LA 3-122] 


NEW YORK 
360 South Broadway (Yonkers) 
Greenleaf 6-1780 


SAN FRANCISCO 
120 King Street 
Exbrook 7-0776 


LOS ANGELES 
8928 South Figueroa Street 
Pleasant 2-7141 


CINCINNATI 
P.O. Box 566 
Locust 1-8610 


DETROIT 
614 Stephenson Building 
Trinity 2-1068 


WASHINGTON, D.C. PHILADELPHIA 
1621 L. Street, N.W 4421 Belgrade Street 
National 8-7824 Cumberland 9-8200 


PORTLAND 
2251 North Interstate Avenue 
Atlantic 8-594 


ST. LOUIS, MO. 
4007 Clayton Avenue 
Jetterson 3-2020 
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inimize flaking, leaking or bulging 


of paper milk cartons...with A-C° Polyethylene 


Rough handling in school cafeterias can cause 
| troublesome flaking—make cartons leak or bulge. 
Now you can build maximum strength and protec- 
tion into your cartons—by using a dairy wax con- 
taining A-C Polyethylene. 
Cartons coated with A-C Polyethylene-wax 
blends mean premium quality at minimum cost. 
You save on “returns” of faulty cartons . . . elimi- 


nate downtime for cleanups. . . get greater cover- 
age per pound of wax with no bare spots. Printing 
looks sharper and brighter, too. And A-C Poly- 
ethylene, the original improver of dairy waxes, is 
stable in liquid storage systems. 

Your supplier is familiar with A-C Polyethylene- 
wax blends. Ask him for them . . . or if you want 
more information, write us today. 


llied SEMET-SOLVAY PETROCHEMICAL DIVISION 
hemical | 


J 


Dept. 571-D, 40 Rector Street, New York 6, N. Y 


National Distribution « Warehousing in Principal Cities 
Service Card 














SANITATION 








Old standbys and new developments in 


Cleaners and Sanitizers 


HANGES IN the dairy indus- 
try during the past several years 
have always brought with them re- 
lated change in cleaning technique. 
New types of equipment, new types 
of soil resulting from changes in 
processing have posed new cleaning 
problems. The changes that have 
taken place may have added some- 
what to the complexity of dairy 
operations and cleaning problems 
but, practically always, they have 
resulted in more efficient opera- 
tions, better cleaning procedures 
and better products in the hands of 
the consumer. 


As we approach these new prob- 
lems in cleaning and sanitizing it 
is apparent that we have certain 
basic tools with which to work plus 
newly developed products which 
either increase the capabilities of 
the old standbys or replace them 
altogether. 


Basic Alkalies 

The basic alkalies are still the 
basic alkalies. Caustic soda, soda 
ash, and the sodium carbonates are 
still very much in evidence. Pri- 
marily the changes in these ma- 
terials are in the manner by which 
they are used in conjunction with 
the newer materials. Good exam- 
ples of making a proven product 
better. 

The phosphates, a second basic 
group in the alkali class, are also 
a case of having their inherent 





Orton Overman is director of field 
engineering, Food Sanitation Department, 
Cowles Chemical Company. 





By ORTON OVERMAN 


abilities strengthened by combina- 
tion with newer products. The sili- 
cates are still in there doing a job 
which no other compound can do. 
They provide us with a high alka- 
linity and minimize attack on metals 
at the same time. They are gener- 
ally used in combinations with 
other components, old and new, to 
provide for water conditioning and 
surface activity. 


Acid Cleaners 


Acid cleaners are being used in 
increasing amounts, particularly in 
areas were high heat for prolonged 
periods has been used and as a fol- 
low up to alkaline washing. They 
are used to prevent or remove de- 
posits of hard water salts and/or 
milk constituents and many are 
now being combined with wetting 
agents and used as washing mate- 
rials. Most frequently used in these 
categories are phosphoric, hydroxy- 
acetic, gluconic and citric. Dry 
acids as sulfonic are sometimes used 
where a strong acid is needed and 
convenience or safety in handling 
require a dry product. 

Surfactants are a study in them- 
selves. The original familiar sur- 
factant was soap and for several 
hundred years was the main clean- 
ing agent available. Conditions in 
various industries, the dairy indus- 
try being a principal among them, 
prompted research which brought 
about the development of synthetic 
wetting agents which perform tasks 
not properly handled by soaps. By 
evolution the surfactants have grad- 


ually come into three classifications: 
1. Anionic 2. Nonionic 3. Cationic. 
In general we channel their uses 
as follows: 
Anionics: 

1. Foam is tolerable. 

2. Good wetting out is needed. 


Good dispersing and lack of 


(wy) 


redeposition. 
1. Tolerance for high pH is 
necessary. 


hI 


Polar soils such as fatty acids 
and inorganics are present. 
Nonionics: 
1. Control of foam is necessary. 
2. Good rinsibility is needed. 


More hard water tolerance is 


oo 


indicated. 

4. Non-polar soils such as oils 
and greases are present. 
(They are excellent emulsi- 
fiers.) 

Cationics: 
1. Are most used for their bac- 
tericidal properties. 
Amphoterics 
A new group of surface agents 
now on the market are the “ampho- 
These are N-substituted 
amino acid derivatives made by 


terics.” 


condensation of fatty primary 
amines and acrylic monomers. By 
definition an amphoteric surface 
active agent contains both acid and 
basic functional groups. In acid 
solutions they are strongly cationic, 
in alkaline solutions they are ani- 
onic, in pH range 5.0 to 9.0 they 


ae 


are truly amphoteric. Generally 
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CONCENTRATE (20%) 


for natural coloring of dairy products 













lic. 
Ses 


2 Provitamin A carotenoids—dairy products colored with 
.d * natural carotenes can include a guaranteed vitamin A 
potency in labeling and advertising 


, Greater solubility in oils than synthetic beta-carotene— 
is also greater dispersibility in aqueous media 


, Uniform color—free of reddish and greenish tints associ- 
ated with synthetic coloring agents 


‘ Write today for additional information and 
é suggested uses for this natural concentrate 


BLENDS OF NOPCO NATURAL CAROTENES 


ils 


t. CONCENTRATE (20%) with added vitamin A, D2 
or D3 ARE ALSO AVAILABLE 


7 VITEX 
' | LABORATORIES 


VITEX LABORATORIES, 60 Park Place, Newark, NJ. 


Please send me detailed information on NOPCO Natural Carotenes 
Concentrate (20%). 














ry Pah Name — a 
$y A Division of 

pe NOPCO CHEMICAL COMPANY Title ond 

id GENERAL OFFICES: 60 Park Place, Newark, N.J. Firm 

id Pioneer Producers of a Complete Line of Vitamin Concentrates pron 

c. for the Dairy Industry ddress 

j City Zone State 
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through this range the amphoterics 
are at a iow point in their activity 
regarding such properties as: solu- 
bility, foam, wetting, and surface 
tension lowering. In basic solutions 
as anionics they exhibit the foam- 
ing, wetting, and surface tension 
lowering properties characteristic 
of true anionics. 


Chelating Agents 


The next group of comparative 
newcomers as far as extensive use is 
concerned are the chelating agents. 
The impetus for their use is being 
provided by the trend to more and 
more liquid cleaners and additives 
used in the dairy industry. Auto- 
matic feeding of cleaning solutions 
into CIP systems and ease of han- 
dling with no solubility problems 
are primary reasons for the use of 
The chelating agents are 
generally derivatives of 
tetra 


liquids. 
ethylene 
acetic acid. They 
have the faculty of keeping metal 
ions in solution and under proper 
conditions 


diamine 


prevent formation of 
scale or stone. They are more sol- 
uble than the phosphates and there- 


fore are more adapted to use in 


liquid products. They are also much 
more slowly decomposed at ele- 
vated temperatures and pH. 


Circulation cleaning has _intro- 
duced another problem in cleaning 
milk lines: the occasional formation 
of a light brown film which is 
very difficult to remove once it has 
formed. Addition of chlorine to 
alkaline cleaners has materially as- 
sisted in the removal of this film 
and especially in the prevention of 
formation of new film. Baker has 
found that hypochlorite added to 
egg albumin resulted in degrada- 
tion of the protein. This film has 
been found by MacGregor to be 
80 per cent protein. This film can 
be removed by the addition of 
sufficient alkaline 
cleaner to give a solution contain- 
ing 25 to 100 ppm available chlor- 


chlorine to an 


ine. The action is considered to be 
due to protein degradation which 
increases protein solubility. Much 
work has been done recently in the 
formulation of chlorinated cleaners 
for other purposes than circulation 
taking advantage of the protein 
solution, free rinsing characteristics, 


and brightening ability of the 
products. 

The brightening effect of cleaners 
containing chlorine has been dem- 
onstrated rather dramatically in the 
last few years. For some time it 
was difficult to say whether this 
brightening was the result of better 
cleaning of equipment and the sur- 
face of the metal being exposed 
for the first time or if it was a 
change in the character of the 
metal itself. It is now pretty well 
understood that the brightening is 
the result of a change in the metal. 
The chlorine effects the removal of 
the oxide layer from the stainless 
steel and presents a new surface 
after each cleaning in a chlorine 
based cleaner. Side-by-side tests of 
pipe line cleaners at Cornell, one 
with chlorine added and the other 
without, showed no significant dif- 
ference in counts but 
definite brightening of the 


bacteria 
pipe 
line washed with the chlorinated 
cleaner. This continual renewal of 
the surface may bring up the prob- 
lem of corrosion but in 10 years’ 


(Please Turn to Page 129) 
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CHOCOLATE flavor powders 








Stimulate Spring Sales with. . . 


FREE KITE PROMOTION 


Write TODAY for complete details about this dynamic offer! 
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THE BENJAMIN P. FORBES CO. 


2000 W. 14th St. Cleveland 13, Ohio 
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raw milk in 


. ~ thermocouples 
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ITS 


multi-point 
ElectroniK 
recorder 
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Record 20 milk tank temperatures 
oe on one chart with this multi-point 
ZlectroniX recorder 


A single ElectroniK instrument can record all your tem- 
peratures. Twenty different temperatures can be recorded 
for a whole month without changing the chart. The 
i recorder has a large easy-to-read scale. Different colors 
and numbers for each temperature measurement permit 
easy identification. 





Two wires are all that connect the recorder to the tem- 
perature sensing point. These wires can be any length, 
enabling you to locate the recorder to suit your plant ; 
design. The sensing element, called a thermocouple, rEg 
measures the temperature of the tank from the outside, 
so there are no clean-in-place worries. 


Get complete details from your nearby Honeywell field 
engineer. Call him today . . . he’s as near as your phone. 
MINNEAPOLIS-HONEYWELL, Wayne and Windrim Avenues, Conduit To Instrument 
Philadelphia 44, Pa. 





ERING THE FUTURE 


Thermocouple sensing element can be mounted 
on the outside wall of the inside shell as shown 
for a milk storage tank. Nothing protrudes inside 
the tank to interfere with cleaning. High speed of 


Honeywell response of this sensing element permits the re- 





corder to be located remotely. 


0. iH Fiat ian Coitrol 
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What to Expect from 
A Transportation Engineer 


OR ABOUT ten years this de- 

partment has been discuss- 

ing dairy fleet operation in 
an attempt to be helpful to the 
management of dairies with auto- 
motive problems. During this pe- 
riod many phases of fleet operation 
have been treated in detail. Some 
of the problems are current, some 
perennial and some of them as old 
as fleet operation. 


The other day in the course of 
a conversation with the editor of 
the American Milk Review it was 
suggested that we discuss the role 
of a management engineer called 
into consultation on fleet operation. 
What does he do? How does he go 
about his job? 


To do this is not easy. In a 
sense it is just about as hard as 
telling how to manage a fleet in ten 
easy lessons. But since manage- 
ment must know what it gets for 
its money before it parts with it, 
a capsule description of the con- 
sulting engineer’s function can be 
very necessary. 

Almost never does a man get a 
chance to start from nothing and 
build up a fleet to his own speci- 
fications and one that follows his 
own techniques. The fleet is usu- 
ally there. It starts small and grows 
as a business grows. In the be- 
ginning it is either another chore 
added to the responsibilities of an 
executive without background or 
inclination to handle it well. Pretty 
soon it becomes a big problem. At 


this point management designates 
someone to manage it to the exclu- 
sion of other duties. 


So we must assume that the 
fleet is in being. For some reason 
management has decided to ap- 
point a fleet executive or engage a 
management engineer who special- 
izes in fleet operation to get the 
fleet straightened out and establish 
the methods necessary to keep it on 
even keel. 

It has been our own experience 
that when steps are taken to correct 
a bad fleet situation, the motivating 
influence is money. The cost is 
just too high. The physical condi- 
tion of the fleet and the ability of 
the shop to provide trouble-free 
operation are what cause the pro- 
hibitive cost but this is in the realm 
of the fleet doctor and management 
is concerned mostly with financial 
results. 


Where the Money Goes 


The first thing that has to be 
done if fleet costs are to be reduced 
is to find out where the money 
is going and in what proportion. 
Seldom, if ever, is that information 
available. The accounting people 
will tell you they have the figures. 
In a sense they do but the informa- 
tion is never in such condition that 
it can be used for day-to-day cost 
control. This takes a cost contro] 
system that does not follow classical 
accounting procedures. 


To be a cost control system, the 





By HENRY JENNINGS 


figures must be made available in 
time to do something about costly 
oversight, mistakes or other money 
leaks in fleet operation. It does not 
have to have the complete accuracy 
of accounting but it must provide 
rapid answers. It must not be in- 
fluenced by assessment of taxes or 
the necessity of making a financial 
statement look good to banks or 
stockholders. 


As soon as our fleet man gets his 
cost control system under way it 
provides him with some clues as to 
what procedures need modification 
or correction. It also establishes a 
base line for making apparent the 
savings he hopes to accomplish. 
Without it the reduction in cost is 
a matter of opinion and frequently 
argument. 


Correction of Procedures 

While the figures are being com- 
piled, the fleet man moves on to 
the correction of procedures which 
he can physically see are in error. 
At the same time he may originate 
effective new procedures. This is 
the most important part of the job 
although management is frequently 
impressed by the forms and gather- 
ing together of the figures that 
make up the cost control system. 
Perhaps this is natural because the 
figures are the measuring stick and 
applying the measurement to recent 
performance can sometimes be a 
little startling. 


Many of the changes are not 
at all subtle. All too often they 
encounter resistance. The average 
human being is a creature of habit. 
He has an aversion to change. The 
fact that change is indicated as 
necessary is obvious. The cost of 
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KLENZADE 


CULTURED PrRobpUCcTS DIVISION 


Complete Program. CULTURES « EQUIPMENT « TECHNICAL SERVICES 


For the first time in history, Klenzade is offering the most complete Culture %& “‘SHUR-SEED" CULTURES 


Program available. The finest cultures — a complete range of protective  %* Scientifically Controlled for 
Maximum Uniformity 


% Individually Selected Strains of 
Compatible Bacteria 


% Phage Tested and Typed for Purity 
One source . . . one responsibility . . . through the nation-wide network and Reactions 


of trained Klenzade Technicians. %& Pre-tested for Product Application 


equipment — sanitary environmental facilities —- and world famous 
Klenzade Sanitation are combined into the most effective program avail- 
able to assure continuous bu!k starter results. 


Myron Hales 





KLENZADE PRODUCTS, INC., BELOIT, WIS. 


MGR, CULTURED PRODUCTS DIVISION 





SYSTEMATIZED SANITATION all over the nation! 
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CIP for Tanker or 


CIP in operation on a tanker at Sealtest Foods Division, National Dairy Products Corporation, Rochester, N. Y. Taylor FLEX-O-TIMER* 
Timed Program Controller (upper right) determines sequence and duration of cleansing cycle. Solution temperature is also regulated by a 


Taylor Controller (not shown). 
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In-Plant-Cleaning 


_Sealeot_ Foods benefit from both... 


under Taylor Automatic Control 


CIP is just plain good business, both in your 

plant and for your tankers, because: 

1. It is the only really thorough way to clean your 
equipment, year in, year out. 

2. It cuts your labor costs. 

3. It protects your equipment investment by ex- 
tending its life. 

4. It eliminates an unpleasant, time consuming 
chore. 























In-Plant CIP equipment at Sealtest Foods. FLEX-O-TIMER Time Cycle Controller (left) regulates sequence and duration of cleansing cycle, 
also automatically adjusts the set points of the FULSCOPE* Controller (right) to insure correct solution temperatures for all phases of the cycle. 
Note also the Taylor-Emmett all-stainless steel valve actuator on the 3-way valve of the solution tank (circled). 


If the engineering for your CIP system has been 
completed, your Taylor Field Engineer will be 
glad to specify the required instrumentation. If 
not, contact your preferred equipment supplier 
or source of cleaning chemicals . . . and be sure to 
specify “Taylor equipped as usual.” 

Taylor Instrument Companies, Rochester, New 
York, and Toronto, Ontario. 


*Reg. U.S. Pat. Off. 


MEAN ACCURACY F/RST 
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doing it the way it is being done 
is too high. Still there may be 
opposition. 


As soon as the feet engineer 
hears, “we cannot afford to keep 
records,” he knows that he has en- 
countered resistance. If you cannot 
get a man to move a pencil around 
a little bit, you can hardly expect 
him to maintain trucks. The usual 
reasons for not keeping records 1s 
that the record will show a sloppy 
performance. 


The dependence upon recorded 


history is not peculiar to fleet op- 
eration. Man since the beginning 
of time has depended upon it to 
find his mistakes and avoid them 
in the future. 


So when a little fleet history is 
synthesized and the mistakes be- 
come apparent, the show is already 
on the road. The change in direc- 
tion has its guideposts. 

From this point, on, cost reduc- 
tion consists of applying what the 
fleet engineer knows and training 
people to continue to use his ex- 













































Uni-Crest is an extremely light- 
weight homogeneous white material 
with a smooth, tough surface. It is 
composed of minute, individually 
closed cells, produced by expanding 
beads of polystyrene. Its inherent 
properties make it an excellent low 
temperature insulating material. 


Uni-Crest has a low K factor 
(thermal conductivity) and retains 
its insulating value indefinitely. 
Lightweight, strong, flexible, it has 


21 Central Avenue, Kearny,New Jersey 


Write No. 102 on Reader Service Card 
102 











UNI-CREST 





a new, economical, low temperature insulation 


excellent bonding characteristics, is 
non-dusting and non-flaking, and 
can be cut and handled easily. 
Uni-Crest is inexpensive, too. 


Uni-Crest is available in widths 
up to 4’, lengths to 12’, and thick- 
nesses from 1” to 8”. Self-extinguish- 
ing Uni-Crest is also available in 
the same sizes. Write today for 
complete specifications and installa- 
tion information. 


(U) IN] [-GIREST DIVISION UNITED CORK COMPANIES 


Since 1907 


Engineering offices or approved distributors in key cities coast to coast. 





perience. While the training is a 
completely different phase of the 
job, it is not necessarily simple. 


Since men no longer work with 
their bare hands or a box of simple 
hand tools, it is often necessary to 
improve the equipment with which 
they work in order to improve their 
methods. All too often manage- 
ment objects to this capital ex- 
penditure. When this happens 
a complete package wrapped in 
financial trimmings must be pre- 
sented to show the cost of the 
equipment and the monthly or an- 
nual savings that can be accom- 
plished by the use of it. 


Most managements realize, in a 
general way, that you can no longe1 
pay a man to do anything that can 
be done by a machine. Neverthe- 
less, when it comes down to spe- 
cifics, management does frequently 
object. When the fleet engineer 
can cajole management into mak- 
ing prudent purchases, it usually 
happens that various members of 
the management team are throw- 
ing out their chests and making 
speeches about their foresighted- 
ness at association conventions a 
little later. 

With the record-keeping and 
procedure rounding into shape 
there is one important factor left. 
Since the fleet is in being it prob- 
ably has the usual number of misfit 
vehicles. These must be replaced 
by vehicles better suited to the job. 
While the replacement cannot be 
made immediately, the studies to 
determine the correct vehicles can. 
No shop in the world can maintain 
misfit vehicles economically. 


Thus someone has to desert his 
rocking chair and carpet slippers 
and find out what is offered and 
how it fits into any given fleet. This 
means the end of buying a vehicle 
because some truck salesman is a 
member of the boss’s country club. 
To make this change and combine 
it with the economics of continued 
operation against first cost can 
easily represent the highest hurdle 
on the management engineering 
track. It is frequently harder to 
change the thinking of members of 
management than it is to change 
the thinking of the help. 

The rehabilitation of a fleet is 
a difficult job. But it can be done 
and it is fun. It is also profitable. 
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A GOLDEN GUERNSEY Franchise offers More 
Profit Possibilities Than Ever! 


Now you can sell famous GOLDEN 


GUERNSEY MILK plus a profit making line of 
products under the NEW GURNZGOLD label! 






: Me 
GOLDEN CUERNSEY OW the GOLDEN GUERNSEY Pro- 
MILK PRODUCT gram allows both creamline and homogenized 
GOLDEN GUERNSEY MILK sales as before, and 
also allows milk of 0% to 3.7% to be sold under 
the NEW GURNZGOLD label plus such other 


products as buttermilk and chocolate milk drink 
also under the GURNZGOLD label. 


@ Newspaper Mats @ Radio Spots 
These Sales-Building, ‘ 
Local Tie-In Aids Will a cates tite: — 
: Help You Boost Sales and @ Truck Posters @ Fieldman’s Service 
Increase Your Profits. @ Point of Sale Material @ Consymer Folders 
| @ Route Salesman’s Aids @ And Other Important 
@ Training Films Merchandising Material 


GOLDEN GUERNSEY MILK FRE Facts on how you can make extra profit with a 


is nationally advertised in 


GOLDEN GUERNSEY MILK or GURNZGOLD Franchise. 























H GOLDEN GUERNSEY, Inc. Walnut 4-3344 
i 604 Main St., Peterborough, New Hampshire 
+] . 
Parents’ Magazine Send FREE facts on EXTRA PROFITS from 
and (1 GOLDEN GUERNSEY Milk Franchise 
| : . (J GURNZGOLD Franchise 
Journa 0 American (J Have local representative call and show me wide selection of 
° —_— Dealer Tie-In materials. 
Medical Association 
SEND TO: 
Commended By 
Parents’ Magazine Sraser. 
CITY. STATE 
Write No. 103 on Reader Service Card 
fiew February, 1960 103 








DISA to Set Exposition 


Plans at Annual Meeting 


HE DAIRY Industries Supply 
TT ssscition will hold its 41st 

annual meeting March 31- 
April 1 at the Edgewater Beach 
Hotel, Chicago. Plans for the stag- 
ing of the forthcoming 22nd Dairy 
Industries Exposition, scheduled for 
Chicago’s International Amphithea- 
tre next fall, will be the major busi- 
ness before the annual gathering. 


Top-flight speakers from a num- 
ber of fields also are scheduled to 
address the gathering. Robert Keith 
Gray, Secretary to the Cabinet of 
President Eisenhower, will be the 
featured speaker at the annual 
banquet on March 31, on “In- 
creased Business Participation in 
Political Activities.” 

DISA President D. G. Colony, 
Manton-Gaulin Manufacturing 
Company, Inc., will discuss the 
association’s development during 


his two-year service in the top post 
and point to paths of possible 
future development. 


Other speakers include Dr. Ralph 
G. Nichols, head of the communi- 
cations program, University of Min- 
nesota, whose topic is “Are You 
Listening?”’; Hunt Hamill, Krim- 
Ko Corporation, representing Na- 
tional Dairy Council and reviewing 
the state of the dairy industry’s 
armament of “Nutritional Research” 
for market defense and market 
offense; and Donald H. Williams, 
DISA’s technical director, looking 
ahead to “Dairy Industrial Tech- 
nology of the 1960's.” 


A unique industrial lottery, which 
will decide the display locations 
of nearly 400 member companies in 
the forthcoming Dairy Industries 
Exposition, will also be a feature 
of the meeting. The Exposition 





allots space to its exhibitors by a 
neutral lottery system which DISA 
developed many years ago. 


A bus trip to International Am- 
phitheatre, which has never housed 
a Dairy Industries Exposition, will 
be a first item of the meeting 
agenda, on the morning of March 
31. The trip is offered optionally 
for executives and exhibit planners 
who may not be familiar with the 
Amphitheatre, the largest building 
ever to be used by the DISA-spon- 
sored Show. Earlier stagings of the 
Exposition in Chicago have occu- 
pied the Navy Pier. 


Directors To Be Chosen 

Three at-large directors and four 
commodity directors are to be 
elected to fill one existing and six 
impending vacancies on the sup- 
plier-equipper eighteen-man gov- 
erning body. The election will 
occur the evening of March 31; the 
new board will sit the following 
morning and elect officers for the 
coming year. New officers will be 
introduced to the membership at a 
luncheon on Friday, April 1. 














COMPLETE REFRIGERATION 


SYSTEM ON 14” x 46” s 
PANEL AVAILABLE 
FOR MANY SIZES 

e Hermetically sealed 
e Ready to operate 
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‘*HANSEN’S’’ 


Dri-vaC 


100% 
ACTIVE CULTURE Bppiseniy 


DIRECT FROM 
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Aluminum or steel sectional construction 


Sanitary! Strong! Efficient! You can assemble any size cooler, 
freezer or combination in any shape from standard sections. Add 
sections to increase size as your requirements grow. Easy to dis- 
assemble for relocation. 


Bally Case and Cooler Inc., Bally, Pa. 


Get details — write Dept. MD-2 for FREE book. 


Write No. 104a on Reoder Service Card 
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Hansen's’ Dri-Vac Lactic Culture is a 


vastly improved culture in highly soluble 

powder form — 100% dried seed culture : RI-VA 
— without fillers or carriers. Dri-Vac can ’ NET WEIGHT 
be used on the first propagation .. . tant Gre . 


from seed . . . to mother culture... 
to bulk. No further development needed. 
Excellent keeping quality. Easy to use. 





Made in a Variety of Lactic Combinations 


Write for Available Unrelated Strains 


CHR. HANSEN’S LABORATORY, INC. 


MILWAUKEE 14, WIS. 


9015 W. MAPLE STREET 
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*FIRESTONE T.M. 


PROFIT DEPENDS 
ON PERFORMANCE 


FIRESTONE, THE LOW-COST-PER-MILE TIRE FOR ON-TIME MILK DELIVERIES! | 
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Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That’s because 425,000,000 tire miles 


— a year in Firestone’s own truck tire testing program prove Firestone truck (7, ri 
tires are your best buy! This vast tire testing program resulted in Firestone a | 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. F b uv 
It also resulted in Firestone S/F (Shock-Fortified) cord which means extra v \ ah {), 
miles of service out of every tire. Get performance proved Firestone truck m 


tires, on convenient terms if you wish, at your nearby Firestone Dealer or Store. 
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BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company —————_ 
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LABOR RELATIONS 


Is a 3-Day Suspension Too Severe 
For an Employee Who Regularly 
Leaves His Job 5 Minutes Before 
The Lunch Period? 


What Happened: 


The company had just signed a 
contract for new business, but the 
price was pretty tight. If any money 
was to be made it meant that 
efficiency must improve. One of 
the problems which plagued man- 
agement was the tendency of em 
ployees to knock off and go to the 
rest rooms 5 or 10 minutes before 
the lunch period. This continued 
in spite of the fact that there was 
a rule which read: 


“A specific lunch period is 
assigned to you. It is the re- 
sponsibility of each employee 
not to leave his work area before 
the lunch period begins and also 
to be at his work area when the 
lunch period ends.” 


To enforce this rule, the com- 


A round-up of day-to-day in-plant problems and 
how they were handled by management men. 
Each incident is taken from a true-life grievance 
which went to arbitration. Names of some prin- 
cipals involved have been changed for obvious 
reasons. Readers who want the source or citation 
of any case may write to “American Milk Review 
and Milk Plant Monthly,” 92 Warren St., New 


York, N. Y. 


By LAWRENCE STESSIN 


pany asked the supervisors to talk 
to the employees and get them to 
obey. Talk proved of little avail. 


Warning notices were then given, 
and John Billings was one of the 
employees who was reprimanded. 
When John was caught violating 
the rule again and again he was 
given a 3-day layoff. 

“That’s a whopping penalty,” 
John protested. “You can’t make a 


rule to stop an employee from going 
to the washroom. This ain’t Russia.” 


The company was surprised at 
John’s anger. It said that it had 
no regulations prohibiting employ- 
ees from going to the rest rooms. 
made it a 
practice (as John did) to quit five 
minutes before the lunch hour 


But when a worker 


every day, he was loafing, and not 
answering a need. 


Was The Company: 


RIGHT | | WRONG | | 

What Arbitrator Walter F. 
Eigenbroad ruled: “The facts as 
presented, and the exhibits to sub- 
stantiate some of the facts, clearly 
that the 
on obedience to its rule that no 


prove company insisted 
employee leave his work area before 
the sounding of the whistle desig- 
nating the lunch period. The evi- 
dence further showed that the 
company allowed its employees to 
go to the rest rooms as necessary; 











For Pipe Lines, Vats and Tanks 


No. 1598 all pur- 
pose thermometer 


eM 


Easy to read, accurate and corrosion resistant 


stainless steel dial thermometers. 


Exclusive 


“dial reset device’ permits quick recalibra- 


tion if original setting is lost. 


Sturdy all- 


metal construction and plexiglass crystal re- 


duces breakage to minimum. 


Backed by 


famous E-Mac guarantee. Write for complete 


catalog of thermometers 


and accessories. 


IGF DAIRY BRUSH CO., 


INC, 
READING @ PENNSYLVANIA 


No. 1598-F 
Float for cheese vats 
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STEP } . 


ee a ZONE-CONTROL VATS Fast cooling of milk and dairy 
> specials. (Also used for heating). Separate zones cool 
: only amount of product in vat for best operating economy. 


Tap, sweet water or refrigerants used. Capacities 50 to 
1500 gallons. 


Request Bulletin 325-11 








W i ; — ' Cleaning 
4 COLD WALL TANKS Cool and store 


in same unit, using direct, fully-flooded re- 
- frigeration system. Many unique features 
. e f A.S.M.E. constructed. Horizontal, vertical, 
we. rectangular models. Capacities 50 to 10000 
gallons. 
Bulletin 327-12 has details 















QUALITY ENGINEERED FOR ECONOMY a 75) 


ee 


QUALITY—100% stainless steel—built to last. 
ENGINEERING-— Many unique features. Designed CIP Cleaning 
for individual plant needs. 
- TUBULAR COOLERS Cool milk quickly 
DEPENDABILITY—Proved by many years of finest performance. ~ to low temperatures with either ammonia or 


R-12. Single pass through tubes. Fast heat 
transfer. Capacities to 50000 GPH. 


Get Bulletin 341-5 





ECONOMY- All units feature lowest operating cost, maintenance. 


CIP Cleaning 


BULK COOLERS Direct, fully-flooded 
cooling over entire tank length. ‘‘Spray- 
O-Matic’’ cleans tank automatically 
Positive latching covers. 100% stainless 
steel. 300 to 1000 gallon capacities. 


Ask for Bulletin 385-22 


COMPACT COOLERS Feature direct am- Write: MOJONNIER BROS. CO 

monia, low temperature, low cost cooling of ice . 

cream mix, other dairy products. ‘‘Thin-film"’ - 4601 WEST OHIO STREET « CHICAGO 44, ILLINOIS 
product spread over cooling surface cools every 

particle uniformly. Easily cleaned. Capacities 

400 to 32000 gallons. 


Specify Bulletin 341-5 




















and that the number of visits and 
the time of each visit to the rest 
rooms by the employees was not 
regulated by the company. There- 
fore the company’s action against 
John Billings in giving him the 
disciplinary layoff was not un- 
reasonable.” 

Is An Xmas Bonus a “Gift” or 
A “Wage”? 


What Happened: 


Since 1950, Christmas time was 
“bonus time” to employees of this 


company. Workers with less than 
one years service received $25 
and those with greater seniority 
found larger sums in their enve- 
lopes. Last year business took a 
serious dive for the company and 
for the first time in many years it 
lost money. As a result, the Xmas 
bonus was eliminated. The union 
brought a grievance for the em- 
ployees. 

“You're cutting the wages,” the 
union charged. Our contract says 
that there shall be no change in 










Distributed by steel warehouses 
throughout the world! 


WASHINGTON STE 


Send for your copy of “MicroRold Stainless Steel Handbook” 
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quality 


STAINLESS STEEL 







SHEET & STRIP 


FIFTEEN YEARS AGO, we were the first 
stainless steel sheet producer to recognize 
the superiority of the Sendzimir Cold Re- 
duction Process over conventional rolling 
equipment for exceptionally close tol- 
erances. 

Our equipment is such that tolerances 
can be held to as low as 3% (plus or 
minus), as compared to the A.I.S.I. max- 
imum allowable variation of 10%. This 
“‘Thinness Control’”’ means the ability to 
control decimal thickness with micro- 
accuracy, giving you more stainless area 
per ton or the equivalent area with less 
weight. It is this controlled accuracy and 
uniformity that directly relates to fabri- 
ating economies and satisfaction in the 
ultimate end use. 


SEL CORPORATION 


WOODLAND AVENUE ® WASHINGTON, PENNSYLVANIA 
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‘local working conditions’ and the 
bonus has come to be accepted as 
regular pay. If we knew that this 
bonus was not a regular thing, we 


would have bargained for a higher 
wage rate. Besides, the employer 
knew that this bonus was a wage 
because he took out the with- 
holding tax.” 


The company answered that the 
bonus was a gift. Otherwise, why 
wasn’t it included in the union 
agreement? As for the withholding 
tax, let the union read the law. 
Cash gift is subject to taxes. 


Was The Company: 
RIGHT [| WRONG | | 


What Arbitrator Joseph G. 
Stashower ruled: “It is understand- 
able that an employee who has re- 
ceived a Christmas bonus each year 
for several years would be dis- 
appointed at the discontinuance of 
such payment at the end of any 
year. It is further understandable 
that employees may arrive at a 
conclusion that such year-end com- 
pensation is part of the employee’s 
earnings. But no matter how under- 
standable this disappointment may 
be, it must be recognized that the 
company can be required to con- 
tinue such payment only where 
there is a firm contractual obliga- 
tion to do so. Where the payment 
made each year was merely a 
gratuity dependent upon the dis- 
cretion and determination of man- 
agement, there can be no obligation 
to continue the payments.” 





IT’S ALL YOURS 


More information on any 
of the products, equipment 
and services advertised 
and described in this issue 
is yours for the asking. Use 
the Reader Service Card. 
We'll see that details reach 
you promptly. 
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Every day you don't have the “extras” 
of a Pfaudler dairy storage tank, you 
are paying for them. 

Combined, these “extras” mean 
reduced man-hours for sanitation- 
cleaning and maintenance, plus ade- 
quate capacity for today’s and to- 
morrow’s plant requirements. 

On this page you'll find a detailed 
list of the “extras” always found in 
Pfaudler tanks—reasons enough why 
more dairies store more milk in 
Pfaudler tanks than any other make. 


1. 3A Standards—and then some. You 
wouldn’t buy a tank that doesn’t meet 
3A Standards. All tank-makers know 
this. But Pfaudler uses the Standards as 
a starting point in adding extra margins 


of protection and efficiency to your 
tanks. 


2. 3/16” boiler plate sheathes the out- 
side of our cylindricals. In combination 
with cork insulation this eliminates need 
for internal supports to prevent sagging. 
So you can install them, operate and 
maintain them — even relocate them — 
with never a fear of distortion. 


3. “Dimpled” construction, found in 
the wall cooler of Pfaudler tanks, adds 
to the strength of the tank, permits 
jacket pressures up to 150 psi, increases 
the area of metal for heat transfer, pro- 
duces more turbulence of your refrig- 
erant. 


4. Air unloading. Internal pressure rat- 
ings of 20 psi (on 84” dia. tanks) and 
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12 psi (on 96” dia. tanks) permit air 
unloading. Thus, faster, more thorough 
drainage. 
5. Sizes you can grow with. Pfaudler 
is famous as the “big-tank maker.” 
Standard sizes range from 600 to 8,000 
gallons. But the same design features 
are available to you in larger capacities 
of 10,000 to 20,000 gallons. 

With the work week growing shorter 
and daily output going up, you can't 
afford to be limited in *¥ capacity. 
6. 1-piece rotary seal cuts the time you 
need for agitator cleaning. No separate 
gaskets, springs or step bearings. Seal is 
nylon, eliminates any contamination by 
metal-to-metal friction. 

7. Time saving manhole door is dished 
to withstand pressure, fully insulated, 
absolutely wl nomen ann removes in a 
matter of seconds for fast, easy cleaning. 
8. ASME approval of our wall-cooled 
cylindricals and rectangulars gives you 
extra assurance of sound design and re- 
liable operation. 

9. “Deep dish” heads provide long 
gentle curves on our cylindricals—make 
cleaning easier. 

10. No-foam inlet completely elimi- 
nates foaming of the milk as it enters 
the tank. Inlet is also easy to clean. 

11. Adjustable sealed beam light on 
Pyrex sight glass gives you a good view 
pt pe! interior at all times. 


increase your storage 





12. Safety features include stainless 
steel grab handle above manhole, safety 
rail, placement of tank fixtures within 
comfortable reach of operator. 


13. Automatic welding by Pfaudler’s 
submerged arc equipment gives you 
added confidence in a long useful life 
for each tank. 

14. Special polishing equipment gives 
you smoothness. Sanitation is easier, 
less time-consuming. 

15. Thick cork insulation is the crite- 
rion on Pfaudler tanks. Cylindricals 
have 2%” on side walls; rectangulars 
have 3” on walls, 242” minimum over 
wall cooler. 

16. Special air-vent slots on Pfaudler 
tanks can be easily brushed clean, mak- 
ing sanitation much easier than on tanks 
having normal perforations in air vents. 
17. ‘‘Floor-stretcher” is Pfaudler’s rec- 
tangular tank design, which can give 
you 15% to over 200% more storage 
capacity per square foot of floor space 
than pe Ris when 

18. Rounded ‘“‘corners” on rectangular 
Pfaudler tanks make cleaning easier, 
faster and more thorough. There's no 
place for residue to get a toehold. 

For the complete specifications on 
Pfaudler cylindrical and rectangular 
dairy storage tanks, request Bulletin 
No. 943. Write to our Pfaudler Division, 
Dept. AMR-20, Rochester 3, New York. 


A PFAUDLER PERMUTIT inc. 


Specialists in FLUIDICS . 
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CONTAINER DATING 
REGULATIONS 


Charges were made against a 
New York City milk retailer that 
it had in its possession a quan- 
tity of milk improperly labelled. 
On the containers the day of 
the week on which distribution 
might begin was stated as a day 
more than 36 hours after pas- 
teurization. A second charge was 
that this vendor had in its pos- 
session heavy cream in half-pint 
containers without labels of the 
date on which distribution might 
be made. 


These milk regulations pro- 
vide, “Each receptacle contain- 
ing milk or milk products * * ° 
brought into the City of New 
York or held, kept, offered for 
sale or sold therein, shall bear 
a label on which shall be clearly 
and legibly printed the nature 
of the product contained in said 
receptacle, the name of the op- 
erator of the place where said 
receptacle was filled and the 
address of said place.” 


Other provisions of these reg- 
ulations are, “Nor shall it be 
lawful to have, keep, offer for 
sale, sell or deliver any milk 
* * * Jater than 54 hours or any 
cream * * * Jater than 73 hours 
after the date when distribution 
may begin on the single service 
container,” and “The time when 
distribution may begin as in- 
dicated on ° * * single service 
containers of milk or cream shall 
not be more than 36 hours after 
pasteurization of such products.” 


These charges were sustained. 
In so doing the court said, 
“These regulations comprise an 
integrated pattern designed to 


ON THE LEGAL SIDE 


By ALBERT W. GRAY 


insure that milk will not be sold 
to the consumer more than 90 
hours after pasteurization and 
cream more than 108 hours after 
pasteurization. 


“The apparent and undisputed 
purpose of these regulations is 
to protect the health of the resi- 
dents of the City of New York 
by banning the sale of stale milk 
or cream. The principal attack 
leveled against these regulations 
is that they do not in fact serve 
any health purpose. The argu- 
ment is made that with advances 
in methods of refrigeration milk 
and cream may be wholesome 
even if it is kept beyond the 
period permitted by these regu- 
lations.” 

Of this argument the court 
made the comment, “The regu- 
lation of the age factor may not 
necessarily insure the quality of 
the milk in all cases but it cer- 
tainly has a tendency in that 
direction. 


“That the enforcement of the 
regulation may in some cases 
ban the sale of wholesome milk 
does not vitiate the regulation. 
The line must be drawn some- 
where and if the regulation is 
to serve the desired purpose it 
must be drawn with that degree 
of caution that will insure its 


fulfillment. 


“In fixing the period of time 
beyond which milk is not 
deemed to be fresh, the Board 
of Health must strike a balance 
between the interests of the milk 
consuming public and the ven- 
dors of milk.” 


People v. Samuel Adler, Inc., 177 
N.Y.S. 2d 361, New York, August 20, 
1958. 


INSPECTION FEE 
PLUS MILEAGE 
The Producers Association of 
San Antonio, Texas and other 
milk producers recently charged 
that an ordinance of San An- 
tonio, establishing license and 
permit fees payable by milk 
producers, to which was added 
a mileage fee governed by the 
distance of the particular dairy 
farm from that city, was uncon- 
stitutional and void. 


In support of this attack on 
the constitutionality of that law 
it was argued that while the city 
had the undoubted rights to in- 
spect and license these dairy 
farms, it had no right to impose 
these inspection fees on persons 
beyond its territorial limits and 
jurisdiction. 


Sustaining the right of the 
city to require inspection be- 
yond its limits, the court, in 
sustaining the ordinance, em- 
phasized the feature that in cases 
where this right had been denied 
it had been limited to instances 
in which the milk and milk 
products had been previously in- 
spected by other health depart- 
ments in which the regulations 
and laws conformed to those of 
the city making the inspection. 

“We hold,” said the court in 
conclusion, “that the City of 
San Antonio is authorized to 
make such inspections and to 
impose reasonable fees therefore 
as a condition to securing a 
license to sell milk and milk 
products within the city.” 

Producers Ass’n. of San Antonio v. 


City of San Antonio, 326 S.W. 2d 222, 
Texas, June 10, 1959. 
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DO-IT-YOURSELF TRAFFIC 
SAFETY DISPLAY 


(Continued From Page 74) 


lines to indicate crosswalks and 
center lines. Another color may 
be used to represent the side- 
: walk, or to create a more realistic 
effect, additional pieces of panel 


} . + 1 roe 
board, painted to simulate side- E 
walk squares, are nailed to the top << GOLDEN: =COTTAGE CHEESE 
of the first board. Other panel Poa. 


: board strips, painted green and 
white, are used as traffic islands. 





Toy cars, fastened to the board 
by means of wood screws, are set 
up to illustrate causes of accidents. 
Company cars are all one color, 
(Mr. Bailey used black); non-com- 
' pany cars are another color. Each 

set-up has a small numbered sign 
accompanying it, indicating the 
dangerous driving practice in each 
instance. When the routeman re- 
fers to the corresponding number 
on the large poster mounted at the 
rear of the panel board, he finds 
the set-up described as well as a 
description of the safe driving prac- 
tice the situation calls for. For in- 








stance: “Making U Turns — Never ee larger yield ae: 
safe! Go around block,” “Failing to _- Verley’s new Golden Cottage Cheese 
Keep Right When Driving Slow! — Coagulator uniformly gives your 
Slow moving vehicles shall use the - cottage cheese finer flavor . .. so 
traffic lane at the extreme right i good tasting, so good looking .. . 
except when passing.” Fee, naturally appea ing with large 


tender curds and excellent adore, 
Lamp posts, traffic lights, mini- be ing qualities. Verley's Golden’ Cot: 
ature trees or bushes, flags, even a tage Cheese Coagulator is des ne 
miniature policemen, may be fast- for effic 

ened to the board as _ required. 
While these accessories are not 


Verley’s new, low-priced 


rege they mes consiaecetty to AUTOMATIC CULTURE CABINET 
the attractiveness of the display. Styled, designed and engineered according 
‘ to Verley specifications: 
i Around the edge of the panel & daa @ Approximately 3% square feet of shelf 
, be , ow ee area 
board, Mr. Bailey nailed a 2 x 5 . - © Holds 28 quart bottles 
4” strip of wood. On the strip, mee e Contains a dial thermometer, built-in noise- 
he painted the message: “Obey the ' less fan, timer and thermostatic control 
' Law ... Prevent Accidents! . AN. e@ Compressor is hermetically sealed, re- 


. : a a no lubrication 
Save Lives! 


emperature range is zero (0) degrees to 
25 degrees Centigrade (32 degrees F. to 


Mr. Bailey chose to demonstrate 7 - F.) , ' 
: eee : : orcelain enamel exterior and stainless 
20 major causes of accidents which sheet tatester 
were common in his particular Inside dimensions are 18 inches high, 
locality, which happened to be a ; —— vee 22 inches wide and 13% inches deep 
large city. These included passing «This | ew, culture cab- Outside dimensions are 33 inches high, 


conjunction 25 inches wide and 18 inches deep 


on the wrong side, following too ture kit. ae sig 


close, passing parked cars too close, 
pulling out from the curb without 


looking and cutting in. H ints 
out, poe ae he set wnigene PRODUCTS DIVISION 
be varied or enlarged upon to em- ALBERT VERLEY & COMPANY 


phasize the major causes of acci- 1375 EAST LINDEN AVENUE, LINDEN, NEW JERSEY 
dents in any particular area. 1018 S WABASH AVENUE CHICAGO 5, ILLINOIS 
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WASH and 
SANITIZE 


in minutes --- 
instead of hours! 





DeLuxe Stainless Steel 


STERILIZER 


@ ITWASHES @ IT RINSES 
@ IT STERILIZES @ IT DEODORIZES 
@ IT PRE-HEATS 








“Its Pedal Operation” is as simple as 
stepping on the gas pedal of your car 


Saves Work — Saves Money 


- - wherever Refuse Cans — Mixing 
Kettles—Stock Pots—Milk Cans—Insu- 
lated Carrier-Dispensers or any Large 
Containers — Waste Baskets, etc., re- 
quire cleaning and sterilizing—It does 
the job Faster, more thoroughly and 
with the greatest emphasis on Sanita- 
tion — Pays for itself quickly. It per- 
mits the use of Hot Water, Cold Water 
and Steam—in any combination or 
sequence — Operates with either High 
or Low boiler pressures — Easily In- 
stalled with standard fittings. 


EXCLUSIVE 


Patented 3 Direction- 
al, Pressure Propel- 
led, Cyclonic Jet 
Spray Nozzle Scours 
And Sanitizes Every 
Minute Area In A 
Matter Of Minutes— 
it Is Truly Revolu- 
tionary! 


Write for FREE Literature Kit AM-24 


Vacuum Can Co. 
19 S. Hoyne Ave., Chicago 12, Ill., U.S.A. 
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To meet the competition, 


small dairy makes the jump 


From Retail to Jug 


Store Ownership 


By HERBERT SAAL 


ee 

F THE TREND in milk sales 
is to stores, then we want to get 
part of the store business,” says 
Harold Heritage, Jr., of Heritage 
Dairy, founded in 1930 by Harold 
“Skeets” Heritage with one Guern- 
sey cow and a hand bottling ma- 
chine. Under the guidance of the 
elder Heritage, the dairy has pros- 
pered and grown to a point where 
it now has a processing capacity of 
90,000 quarts a week. It also has 
one cow less than when it started, 
the last one owned by the dairy 
having been sold in 1951. 





The firm is getting a share of the 
store business by becoming an 
owner of stores. Heritage’s Dairy 
operates four stores and serves two 
others on a franchise basis in Cam- 
den County and Gloucester County, 
New Jersey. The gallon and half- 
gallon jugs are delivered to the 
stores by gate lift trucks. 
of milk are stacked four-high on 
dollies at the plant, rolled on the 
gate lift trucks and rolled off at the 
stores into the walk-in coolers. The 


Cases 


fronts of the coolers are used for 
display of the merchandise. The 


A sign by the side of the road attracts the passing motorist to 
Heritage’s neat store. In the background is one of the homes 
in a new neighborhood where the store is building up a repeat, 
as well as a transient, trade. 
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The three words that cut down the unit cost of selling and that 
were partially responsible for Heritage’s venturing into the store 


business are printed above the cabinet, “Please Serve Yourself.” 
The customers come afoot, not only by automobile. At right, 
three boys from the neighborhood complete a mission for 


their mothers. 


rear portions of the coolers are used 
for storage. 
Nine Retail Routes 

The dairy has nine retail routes 
serving Greater Gloucester County 
with 650 units on each route every 
other day except Sunday. One of 
the most important factors in the 
growth of Heritage in the past two 
years has been its entry into the 
jug field and the cash and carry 


store. The cash and carry stores 
are full-line groceries. They carry 
meat, cheese, soft drinks, beer and 





Ramp attached to gate lift platform is about to make contact with platform at store. Milk will 
be rolled off into storage part of display cooler. Empties will be rolled on truck for trip back to 
plant. As can be seen from picture at right, the gate lift truck platform makes practically any 
receiving or delivery dock accessible. 






other items in addition to baked 
goods. The jug is not sold on retail 
routes. 


The operating force of Heritage 
Dairy includes nine routemen, two 
relief routemen and six plant men. 
As part of Heritage’s policy, plant 
and route workers work six days a 
week for four weeks and then have 
the fifth week off. This means they 
have a total of 122 days off during 
the year. An innovation in vaca- 
tion policies, it gives the equivalent 
in time off as do the more ordinary 





















‘ 


5 


vacation policies. For example, a 
man who works a five-day week 
and has a_ three-week vacation 
winds up with 121 days off during 
the year. 


The dairy maintains its own bulk 
tank pick-up service and deals only 
with farmers having bulk tanks, 
picking up from half of them one 
day; from the other half, the next. 












Announcing ...the latest 
addition to our family 
of quality products— 


MEYERCORD 
RI-MARK 


FILMS 


DRI-MARK ... is Meyercord’s newly 
perfected line of PRESSURE SENSITIVE 
signs and trade marks produced as dura- 
ble Truck Signs, Window Signs, Name- 
plates and Product Markings. These 
startling new films include: 


DRI-MARK DRI-MARK 





DECat =» VINYL ——=>~»« 
DRI-MARK ppj- -MARK 
MIRRO-car ———— 


A mirrorized Mylar* 
viny! laminate 


DRI-MARK 


CLEAR Mytar ~* 


*A DuPont polyester film 
1 mil and 3 mil) 


Chrome-bright mirrorized 
film «1 mil and 3 mil) 


DRI-MARK 


OUTDOOR Puree ~* 





These high tensile strength PRESSURE 
SENSITIVE films and laminates give the 
greatest possible latitude and flexibility 
to the Meyercord line of products, 
adaptable to all of your sign needs. 


DRI-MARK Decals are processed 
with Meyercord’s own exclusive PRES- 
SURE SENSITIVE adhesive—another de- 
velopment of the firm that for 64 years 
has maintained the world’s undisputed 
leadership in development and produc- 
tion of Decal products. 

Meyercord’s in-plant Research, Art, 
Production and Service facilities assure 
the most careful processing and quality 
control. 

Remember, when it’s DRI-MARK it’s 
MEYERCORD! 


"with MEYERCORD 
COLORGARD 70 : 


Now . . . all Meyercord DRI-MARK films are protected 4 
by COLORGARD 70. . . Meyercord’s exclusive labora F 
© tory-developed and perfected clear top coat—the - 
yes most durable coat yet produced for the e 






Decal and transferable film industry. Thor- 
on oughly tested! Two years in «Ally 





Whatever your sign needs, you owe it to yourself 
to investigate Meyercord’s complete line of products. 
Our factory trained representatives will be glad to 
assist you in the proper selection of markings for 
any particular requirement. Write today. 








the MEYERCORD co. 


Dept. B-505, 5323 West Lake Street, Chicago 44, Ill. 
Write Ne. 110 on Reader Service Card 
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THEY ALL SAY MILK 
(Continued From Page 40) 


wholesale routes serving the is- 
land’s schools, restaurants, super- 
markets and stores with Foremost 
Blue Seal dairy products. In addi- 
tion, the Guam plant services our 
troops on Saipan and the other 
islands of the Mariana Trusteeship. 
This is accomplished through daily 
airlifts to the outlying islands. 


While in Honolulu, we paid a 
call on a number of milk distribu- 
tors, chief of which were Foremost 
Dairies, Hawaii, Ltd. and Dairy- 
men’s Association, Ltd. 


Foremost Hawaii has only been 
in the Islands since February 1953. 
In 1957 they built one of the 
nation’s most beautiful dairies. 
Richard C. Ching, executive vice 
president, Vern Brye, vice 
president and general sales man- 
ager of the company, told us that 
they had taken over five dairy op- 
erations when they opened their 
new plant. 


They have ninety refrigerated 
trucks which service many of the 
Islands’ military bases, as well as 
40 home delivery routes and 20 
wholesale routes. Only 18 per cent 
of their production goes to the 
military. 


and 


Their new plant facilities 
combined with an aggressive sales 
force, have quickly moved them up 
the sales ladder until they are 
second in the State. Dairymen’s 
Association is still first. 


We were surprised to learn from 
Brye that Hawaii has by far the 
lowest per capita milk consumption 
in the country. It is about 50 per 
cent below Mainland averages. But 
it is this very fact that makes Brye 
rub his hands with glee. He views 
Hawaii as having the greatest po- 
tential for increased sales of any 
state in the Union. 


Dairymen’s Association, Ltd., was 
founded in Hawaii in 1900, the 
same year the Territorial Govern- 
ment was set up. Back in those 
days, milk and dairy herds were 
in short supply. A small group of 
men banded together to provide 
more and better milk to the islands’ 
population. Dairymen’s truly pio- 
neered the dairy business in the 
50th state. 


Today, Dairymen’s is a division 
of Beatrice Foods. George Q. Can- 
non, company vice-president, told 
us that even though they are the 
largest dairy in the State and with 
550 employes, one of the biggest 
firms in the State, they still feel 
there is room for tremendous addi- 
tional growth. 


To meet this anticipated growth, 
the company keeps adding to and 
improving on their $1,500,000 
1,000-head, 700-acre dairy farm on 
Oahu, certainly one of the country’s 
most beautiful farms. 


End of the Journey 


Our last flight took us to the 
west coast and then home. It had 
been a long, arduous trip. 28,000 
miles in 45 days. But we got what 
we wanted, an excellent documen- 
tary motion picture about MATS 
and a new slant and greater in- 
sight into the problems of both 
American and local dairy operations 


abroad. 


There was much to ponder, much 
to evaluate when the journey came 
to its inevitable end. Naturally, 
being associated with the Ex-Cell-O 
Corporation, and 
proud to see the familiar Pure-Pak 


I was pleased 


machines in so many distant places. 
Beyond that, 
pressed with the skill and resource- 
fulness with which the plant man- 
agers maintained their equipment 


however, I was im- 


and kept their plants operating in 
the face of difficulties. 
Extremes of raw material quality, 
extremes of climate, extremes of 
peak and slack demand approached 
the incredible in instances. 
Despite these conditions, the ma- 
chines, the product and the effi- 
ciency were remarkable. The ability 
of equipment and supplies to stand 
up under the wide range of condi- 
tions to which they were subject 
was eloquent testimony of their 
The skill of the manage- 


unusual 


some 


quality. 
ment brought home the caliber of 
their training. Most significant of 
all, however, was the realization 
that here was an eloquent expres- 
sion of that combination of tech- 
nical skill, individual self reliance 
and the will to do that is the in- 
tangible, that has 
made American industry the won- 
der of the world. 


vital element 
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PLANT CLINIC 
(Continued From Page 76) 


your daily monetary gain would 
then theoretically be: 

(26.35) (3.40) = $89.59 
However, let us assume that the 
butterfat price of plastic cream is 
less than that of 40 per cent cream 
by 10 cents per pound and then 
consider the expected returns. As 
40 per cent cream at $0.80 per 
pound fat the return would be: 

(2,088) (0.80) = $1,670.40 
As 80 per cent cream at $0.70 per 
pound you would receive the fol- 
lowing: 
For fat: (1,990) (0.70) = $1,393.00 


For skimmilk (27.33) (3.40) 89.59 
Total $1,482.59 


This is still short of the $1670.40 
you might receive for the 40 per 
cent cream. The minimum price 
you should have for the fat in the 
plastic cream in order to come out 
even is 


(1,670.40 — 89.59) 





= 79.4 cents per Ib. 
1,990 

Since you mentioned buttermak- 
ing as a possible utilization of the 
surplus fat it might be interesting 
to estimate the income from such 
an operation. Here we will assume 
that the butter is sold at $0.60 per 
pound and that the manufacturing 
cost is 5 cents per pound. The 
buttermilk could be dried and sold 
for human consumption at 15 cents 
per pound with a manufacturing 
cost of 6 cents per pound. In as- 
suming these manufacturing costs 
we are taking in consideration the 
low volumes with which you would 
be operating. Based on the calcu- 
lated solids content of your skim- 
milk we are estimating the yield of 
dry buttermilk at 9.8 pounds per 
100 pounds of liquid buttermilk 
and the butter overrun at 22.5 per 
cent. 


From 5220 pounds of 40 per 
cent cream: 


Pounds butter = 


(5,220) (0.40) (1.225) = 2,558 
Pounds dry buttermilk = 

[5,220 — (1.2) (2,088)] (0.098) = 266 
Net return for butter = 

(2,558) (0.60 — 0.05) = $1,406.90 
Net return for dry buttermilk = 

(266) (0.15 — 0.06) = 23.94 


Total $1,430.84 
> This is still far short of the in- 
come from the other proposed 
utilizations. 
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MID-STATES 


STITCHING WIRE 





ON 5-POUND CATCHWEIGHT 
THROW-AWAY METAL SPOOLS 
A proven high quality, smooth 
and fast-feeding stitching wire. 
Tested and approved by the 
PURE-PAK division of the EX- 
CELLO CORP. Furnished on 

a 















25 Ib. coils and coil 
holders are now avail- 
able for all gauges of 
round and flat stitch- 
ing wire. 











ALSO AVAILABLE ON 

‘WIRE SWIFT COIL HOLDERS 
The same proven high quality, 
smooth and fast-feeding stitching 
wire as furnished on the 5-pound 
“throw-away” metal spool. This 
new WIRE SWIFT coil holder 


FOR FAST, SMOOTH 





5-pound catchweight “throw- 
away” metal spools in 20, 21, 
22 and 23 gauges of round wire, 
and 19x 21% flat wire. Galva- 
nized, tinned and liquor finishes. 
Packed 10 spools per shipping 
carton. 





uses an 8” diameter coil of ap- 
proximately 12 to 15 pounds. 
Longer runs... fewer stops... 
saves time... reduces costs. Fur- 
nished in 20, 21, 22 and 23 gauges 
of round wire. Galvanized, tinned 
and liquor finishes. 


MID-STATES STEEL & WIRE COMPANY 


CRAWFORDSVILLE 


INDIANA - 


JACKSONVILLE, FLORIDA 
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Folks said it couldn't be done... but 
Tropicana has done it! Our Sun-Up orange 
concentrate base has more orange solids, 
more real fruit flavor and sells for a lower 
price than other brands. One can makes 
372 gallons of finished product. Make even 
more profit by adding Sun-Up Lemonade, 
Grapeade and Fruit Punch to your drink line. 
Write, wire or call for samples. Buy with 
confidence . . . buy from Tropicana. 


IF IT’S TROPICANA IT’S THE BEST! 


TROPICANA PRODUCTS, INC. 


P.O. Box 338 Bradenton, Florida 
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DAIRY GUILD INITIATES DRIVE 
FOR MEMBERS AMONG INDEPENDENTS 


The Dairy Guild of America is embarking on 
a new membership drive among independent dairies 
and ice cream manufacturers. 

Founded ten years ago, the organization is 
intended to help the independent dairy businessman 
counteract the pressures of chain competition, rising 
costs and low selling prices. This pressure is forcing 
the independent into an era of purge and merge. In 
the Dairy Guild the independent may find a refuge 
from this pressure and a bastion from which to 
counteract it, according to a Guild spokesman. 


In a brochure entitled, “Bewildered About Your 
Future as an Independent Dairyman?” the Guild 
lists among the benefits of membership bulk pur- 
chase (and therefore low price) of supplies and ad- 
vertising and a low price of merchandising. 


The announcement and the invitation to apply 
for membership in the Guild has been forwarded to 
10,000 independent dairymen. 


SITE OF LOUISIANA CONVENTION 





The spring convention of the Louisiana 
Dairy Products Association will be held 
aboard the luxury liner, M.S. Italia, as she 
slips her moorings at New Orleans and 
glides over the Gulf of Mexico to Carib 
ports of call through balmy tropic days and 
nights. Cruise and convention start March 11. 


BOWMAN’S ENCOURAGES BETTER COWS 

To encourage development of top dairy herds, 
Bowman Dairy Company of Chicago awarded sev- 
eral cash prizes in the 1959 International Live Stock 
Exposition held in conjunction with the 1959 Inter- 
national Dairy Show in December in Chicago. Ex- 
hibitors from all over the country and Canada 
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(Left to right) Lyle Lawson, Lee Barney, 
Merrie Jule Barney and W. A. Wentworth. 
' competed for awards and cash prizes at Chicago's 
International Amphitheatre. Lyle Lawson, Bowman's 





dairy director of field service, presented the prizes 
for his company. Others who participated in the 
presentation were Lee Barney, Burlington, Wiscon- for the I/2 galion 
sin, an official of the Quality Milk Transporters; 

Mr. Barney’s daughter, Merrie Jule, 1959-1960 Wis- oblong glass bottle 
consin Alice in Dairyland; and W. A. Wentworth, ie be : ey 
president of the International Dairy Show. 


JUDGING HONORS WON BY KANSAS 
STATE AT INTERNATIONAL SHOW 


Kansas State College was the big winner in the 
dairy products judging contest held at the most 
recent International Dairy Show in Chicago. K-State 
won a first in cheese judging and a first in ice 
cream. This tandem victory assured them the all- 
products award. 





The other individual product first place honors -“ 
went to Iowa State University for milk judging and FROM EVLO . 


. . Designed by the makers of 
to the University of Illinois for butter judging. the popular and widely used HANDI HOLDER 
for paper milk and juice cartons. 


A cup was awarded each winning team in each 


product by the Sears Foundation. The All-Products BUILDS HALF GALLON SALES 
Award was made by the Chicago Society of Dairy Featuring - Positive Trigger Grip Control 
| Technology. Each winning team also was awarded — insures convenience and safety when 


handling, pouring, and storing. 


a silver plaque by the International Dairy Show. 
Enhances the table setting and the natural 


In Ice Cream, the top three judges were: Dean appeal of milk in glass. 
Eldon Gigstad, Kansas State; Judith Baily, Oregon Made of 100% high density polyethylene in 
State; John Homeir, Illinois. In Individual Cheese, four popular colors. 
the top three judges were: Charles Frederick, Kan- Guaranteed Unbreakable—withstands auto- 


; + : matic dishwashers. 
sas State; Dean Vincent, Kansas State, and Dean 


Eldon Gigstad, Kansas State. In Individual Butter, 
the top three judges were Scott Seibert, Illinois; 
Dean Vincent, Kansas State; and Vernon L. Loun, 


For information ask your job- 
ber, bottle manufacturer, rep- 





. . . . . Made of CPel..c41e . . . 
Iowa State. In Individual Milk, the top three judges PORTIFLEX® MATERIAL. resentative, or write direct. 
; yhich h 4 
were: George K. Broady, Iowa State; Edward Hoak, “@ale guaventes 





Oregon State, and Dean Eldon Gigstad, Kansas DEPARTMENT A 
State. EwvZo- PLASTICS INC., SANDUSKY, OHIO 
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protection ... 
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Saves bearings, material, power, time...and...labor. 
Lasts two to four times as long as ordinary greases. 
Keeps production--UP! Maintenance repairs--DOWN! 





The super-lubricating film of-- 


ORANGE 
SOLID OIL 


is famous for 
protecting machinery 


To young and old, from coast to coast--the policeman with his 
traditional star is a symbol of protection. From one end of the 
country to the other the super lubricating, long lasting film of Orange 
Solid Oil is also famous--for protecting vital equipment. And today 
it is better than ever. It has been improved to give it greater clarity, 
brilliance, transparency--plus increased lubricating, sealing, water- 
proof and rust protection properties. Because Orange Solid Oil does 
an outstanding job.. -and stays on the job four times longer--it is 
used and r d d by leading manufacturers of dairy, cheese, 
creamery, ice cream, and food equipment. 





1--Pure, unadulterated petroleum solidified oil. 
2--Practically odorless, tasteless, and transparent. 
3--Won't turn rancid--free of animal and vegetable fat. 
4--Cannot pit bearings--contains no alkalis. 
5--Non-corrosive--will not gum, cake, dry, or harden. 
6--Contains no fillers or abrasive of any kind. 

7--For all Alemite and Zerk fittings and grease cups. 





To minimize production down-time...reduce main- 
tenance costs...and...keep your output at top 
level--lubricate with "famous, time tested, job- 
proved Orange Solid Oil. 


Over 200 leading distributors from Maine to Cali- 
fornia stock Orange Solid Oil. Packed in 4 oz. 
tubes...and...1, 10, 25, 100, 225, and 375 pound 
containers. Quick delivery from your local distri- 
butor. If he can’t fill your order--phone, wire, or 
write for name of your nearest source of supply. 


| For additional protection use special purpose-- 
ORANGE HOMOGENIZER OIL NO. 50 

¢ Refined from aircraft stock ¢ Does not foam ° Mois-| 

ture resistant © Will not form residues or sludges. 


ORANGE MULTI-PURPOSE LUBRICANT--ideal for small industries. 
One inch graduated filling spout perfect for lubricating electric 
motors, other appliances. 8 oz. tubes, packed 12 to the carton. 


Famous | wbricants [nc. 





Phone--BOulevard 8-2555 


124-132 West 47th Street * Chicago 9, Illinois 
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CREAMERY PACKAGE MAKES MAJOR 
TOP LEVEL PERSONNEL CHANGES 


Creamery Package Mfg. Company's board of 
directors has elected an enlarged slate of officers, 
according to an announcement by the firm’s presi- 


dent, E. B. Lehrack. 


> Y. Me- 


production; 


Promoted to vice presidents were: ( 


Kown, purchasing; L. M. Mommsen, 





Cc. Y. McCown 





A. H. Wakeman W. A. Anderson 


and A. H. Wakeman, engineering and research. Ad- 
A. Anderson. G. W. 
formerly vice president in 


vanced to treasurer was W. 
Putnam, charge of en- 
gineering and production is now vice president in 
charge of public relations. Mr. Lehrack also an- 
nounced that E. K. Delana, 


been appointed company attorney. 


former treasurer, has 


MEDICAL MILK SPECIALTY COMPANY 
EXPANDS PRODUCTION FACILITIES 


Brook Hill Farms Dairy, 


medical and dietary uses only, 


which makes milk for 
has moved produc- 
tion from Chicago to the Pure Milk Association plant 
in Kansasville, Wisconsin, where Enzylac, Goat Milk, 
Fat-Free Low Sodium Milk, Kazol Aci- 
dophilus and other specialties will be processed and 


Enzylac, 


custom packed. 


The move represents an expansion of facilities 
that will make these products available to additional 
thousands of midwest families, according to Robert 
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G. Morey, chairman of the board, and Copeland 


Greene, president of the company. 


After an explosion at the Brook Hill plant in 
May, Chicago dairies cooperated to make possible 
production and continuing delivery of Enzylac, 
specially processed milk for babies. 


Brook Hill’s specialty milk experts are super- 
vising the formulas and recipes at the Kansasville 
facilities to assure product and quality control. The 
milks are being distributed through dairies, which 
in turn deliver to homes and stores. The milks are 
being packed in a new plastic-coated, disposable 
bottle. 


Distribution, which was limited in the past to 
the Chicago-Milwaukee area, will now be expanded 
through Illinois, eastern and southern Wisconsin 
and northwest Indiana. 


COLORADO PRODUCERS, DAIRY, 
INTEGRATE TO MEET COMPETITION 


Local dairy farmers and a processor have com- 
bined to form a milk distributing company in 
Denver, Colorado. Called Producers United, it is 
reputed to be the first dairy distributing company 
in Colorado to be owned jointly by milk farmers 
and the dairy that bottles the milk. 


The new outfit gets its last name, “United,” 
from United Dairies, the processor in the marriage. 


Three factors influenced the merger. One, com- 
petition: with national food chains going more and 
more into vertical integration, this is the first step 
by the Colorado dairy farmers to secure a share 
of the ultimate market for their own product. Two, 
it provides a home market for local producers and 
three, it provides local residents the opportunity to 
buy nearby milk produced in their vicinity. 


In connection with the second factor, spokesmen 
for the farmers maintain that their revenue from 
milk ceased when the tank trucks left the farm. 
Under the new Producers United distribution plan, 
the farmer is assured of a further share in the con- 
sumer’s dollar. 


UNIVERSITY OF TENNESSEE HOLDS 
TWO-DAY DAIRY INSTITUTE 


A two-day institute for dairy fieldmen, inspec- 
tors, salesmen, educators, administrators and health 
officers will be held at the University of Tennessee, 
Knoxville, February 8 and 9. 


Persons nationally prominent in the dairy in- 
dustry will take part in the proceedings. Among 
those on the program will be: Dr. R. E. Hodgson, 
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NEW 


from 
Johnson & Johnson 
research 


RAPID-HO 
VACULINE 


MILK FILTERS 





. engineered by Johnson & 
Johnson for in-a-line filters. 
Available in 4%", 5” and 6” disks; 
or 23” x 61,” tubes. 

Tell your producers with in-a- 
line filters about new RAPID- 
FLO VACULINE Milk Filters 
—engineered for safe filtration 
and clean milk production, plus 
the extra benefit of a RAPID- 
FLO CHECK-UP. 


FILTER PRODUCTS DIVISION 


Golson = fohmson 


4949 WEST 65TH STREET * CHICAGO 38, ILLINOIS 


Copyright 1959, Johnson & Johnson, Chicago 
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Here is a Valve 
Designed Exclusively for YOU! 


CRACKED DISCS, 
WIRE DRAWING, 
EXPANSION 
and 
CONTRACTION 
PROBLEMS 


Pea Ma Me Me 
the metal seat or disc found in the conventional valve, the 
cause of most valve troubles. The Strahman Valve seals 
itself as a cork seals a bottle. In throttling, the erosive action 
of the elements passing through the valve cannot have any 
effect on the sealing surfaces 


Strahman Steam and Water Valves are made of Bronze 


construction, with Stainless Steel Stem and Piston, assuring 
long life 


Write ‘direct for complete catalogue 


STRAHMAN VALVES, Inc. 


NICOLET AVE., FLORHAM PARK, N. J. 


Write No. 116 on Reader Service Card 
116 








director, Animal Husbandry Research Division, 
USDA, Beltsville, Md.; Dr. A. C. Fay, president, 
American Dairy Science Association, Miami, Florida 
(formerly with H. P. Hood & Sons, Boston, Mass.); 
Dr. H. A. Herman, executive secretary, National 
Association of Artificial Breeders, Columbia, Mo.; 
Robert Mather, Babson Brothers Company, Chicago, 
Ill.; W. F. Moss, Commissioner of Agriculture, 
Nashville, Tenn. In addition, the University of Ten- 
nessee Dairy Department staff will take part in the 
program. 


The Institute will present not only the technical 
aspects of various dairy problems but will also 
present educational techniques for getting the most 
effective results in the various programs. It will 
include the use of visual aids, personal contacts and 
meetings. Unified efforts in approaching dairy prob- 
lems will be discussed. 


SOLAR CELEBRATES 95th YEAR 





E. H. Martin, sales manager, dairy equip- 
ment, Solar Permanent Company, Toma- 
hawk, Wis., and Melrose Park, Ill., shows 
Jess Morris, Export Div., U.S.I. Interna- 
tional, New York City, the Solar 95-year 
Seal which will be used throughout 1960 
by Solar to commemorate 95 years of ser- 
vice to dairy farmers. 


MISSISSIPP! DAIRY GROUP 
HOLDS 43rd CONVENTION 


The 43rd annual convention of the Mississippi 
Dairy Products Association takes place February 
10, 11 and 12 at the Buena Vista Hotel, Biloxi, 
Mississippi. 

This year, speakers will emphasize public and 
employee relations, management efficiency, mer- 
chandising and professional salesmanship. Among 
those addressing the convention will be Dr. James 
E. Gates, Dean of the College of Business Admin 
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istration, University of Georgia; Irwin Cochran, 
director of the Bureau of Business Management, 
University of Illinois; G. W. F. Cavender, regional 
manager of National Dairy Council; M. J. Fram- 
berger, general manager of the American Dairy 
Association; George F. Scott, the head of Pure-Pak; 
; Jack Wichert, marketing research director, Schmidt 
) Lithograph Company; and Dr. Charles Irwin, con- 
sultant in sales training for General Motors. 


‘ HOLSTEIN-FRIESIAN GROUP, 75 YEARS 
OLD, HAD GREATEST YEAR IN 1959 


The Holstein-Friesian Association of America, 


“—S 


which celebrates its 75th anniversary in 1960, en- 


joyed its greatest year to date in 1959. 


; Executive Secretary Robert H. Rumler has an- 
) nounced that new all-time highs were established 
in registrations, transfers, active membership and in 
official breed improvement programs. Virtually all 


' the phases of Association activity were at record 
i levels. 
: A record total of 273,913 Holsteins were reg- 


istered last year. This compares to a previous high 
of 254,867 in 1958. 

Also shattering a record that went into the 
books only a year ago were 147,914 official trans- 
fers of ownership. The 1958 total was 132,133. 

Mr. Rumler traced part of the gain in both 
categories to a big backlog of applications carried 
over into 1959 as a result of fee changes effective 
November 1, 1958. 


BORDEN SHAREHOLDERS VOTE TWO- 
FOR-ONE SPLIT IN COMMON SHARES 


Stockholders in the Borden Company voted in 
favor of a two-for-one split of the company’s capital 
stock. 


Harold W. Comfort, president, reported that 


— 
a ae 


77 per cent of the company’s shares were voted and 
that the vote was 99.6 per cent in favor of the 
stock split. 

The division of the stock became effective at 
the close of business January 5. Stockholders of 
that record date were mailed certificates for the 
additional shares on January 27 


ami. 


Mr. Comfort, addressing stockholders present 
at a special meeting called for the purpose at 
Flemington, N. J., said it appears that 1959 figures 
will reach all-time highs in sales and earnings. He 
estimated that 1959 sales approximated $944 or 
$945 million against $915 million for 1958. On a 
per share basis, earnings for 1959 came to about 
$5.20 in comparison with $5.06 per share in 1958. 
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1 Kusel Tender- 
Heat SPRAY- 
VAT ... small, ac- 
tive water capacity 
can be held to de- 
sired temperatures 
for perfect heating 
and cooling. The Kusel 
Model “DL” Forker and 
Agitator with 4 style 
“A” paddles permits 
CREAMING in VAT. 


2 Kusel Vat Unloader 
mounts on Mode! 
“DL” Forker and Agitator 
to move the curd to the 
outlet without mashing and 
breaking from excessive 
handling and shoveling. 





3 Pump at outlet moves 
curd to.. 

4 Hopper of filler — mini- 
mum handling and prop- 

er treatment all the way for 

higher quality cottage cheese 

at lower cost of production. 


FREE BULLETIN 


Engineered and Manufactured by 
KUSEL DAIRY EQUIPMENT CO. 


Dept. A, Watertown, Wisconsin 
Sold by KUSEL and LEADING DISTRIBUTORS 
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EQUIPMENT 
SERVICES 


SUPPLIES 


HT 
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Tilt-Cab Feature of 
1960 Truck Models 


BETTER maneuverability and 
weight distribution are among haul- 
ing gains in the tilt-cab introduced 
by Chevrolet Motor Division for 20 
of its 1960 truck models. The cab 
features a tilting mechanism that is 
simple and effortless to operate and 
includes a safety mechanism to re- 
tain the cab in locked position. The 





tilt-cab unit is available on 20 mod 


els from the 1% ton special through 
2% ton heavy-duty categories on 
wheelbases of 97, 109, 133 or 145 
inches. 


Tilting is accomplished by a pre 
loaded, spring steel torsion bar 
which counterbalances the weight 
of the cab. Controls located on an 
island in the center of the cab re- 
main stationary when the cab is 
raised, affording more positive link- 
ages. Rear panel of the cab contains 
interior access doors for checking 
and replenishing engine oil and cool- 
ant without tilting the cab. 
windshield 


The large two-piece 


incorporates small side wrap- 
arounds, assuring excellent visibil- 


ity. The large, front hinged doors 
open to reveal a concealed step. 
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“Bondware” New Name of 
Paper Container Division 


THE PAPER Container Divi- 
sion of Continental Can Company 
has been renamed the Bondware 
Division. The name change was 
made primarily to spread the full 
impact of the Bondware paper plate 
and cup consumer advertising pro- 
gram over the complete line of Divi- 
sion products. These include service 
line cups and packaging line food 
containers of paper and plastic. The 
new name will also eliminate cus- 


tomer confusion concerning the 
difference between its products and 
the paperboard products of other 
company divisions. 
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Milk Filter Discs 


A COMPLETE line of textile 
products for the milk industry is 
now available from the newly 


formed Food Filters Corporation, a 
subsidiary of Stearns and Foster. 
Products include three brands of 
milk filter discs: “Peerless,” “Su- 
perior” and “Superior Rigid—With- 
out Gauze.” The firm will also 
manufacture flannel milk filter bags, 
tubes, discs and flats and a complete 
line of direct-to-can, pipeline and 
in-a-line milk filter bags, discs and 
tubes for use in combination bulk 
holding tank and milking parlor 
facilities. Cheese bandages, cheese 
circles and press cloths will round 
out the line. 





The Peerless line of milk filter 
discs will be available in bonded 
faced, single gauze faced and double 
gauze faced, flat or square packages 
and in 6”, 6%”, 7”, 7%”, 8” and 


~~ 
~ 
. 
~ 
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9” sizes. The Superior line is avail- 
able in flat or square boxes and 
Dubl-Bonded faced or standard 


single gauze faced styles, 6”, 614” 
7”, 7%” and 8&8 sizes. Superior 
Rigid — Without Gauze discs pro- 
duce clean sediments when used 
with gravity, direct-to-can or pipe 

systems. They are 


line milking 
packed in square cartons of squat 


design for easy handling in 6”, 6%”, 
7” and 71%” sizes. Superior ‘Black 
Detectors milk filter discs for de- 


tecting and controlling mastitis are 


available with Superior milk filter 
discs. 
Write No. 118c on Reader Service Card 


Coordinated Program for 
Flavored Cottage Cheese 


FLAVOR and appetite appeal 
are accented in the 1960 Gundlach 
flavored cottage cheese program de- 
veloped by G. P. Gundlach & Com 





Now Featuring... 


sa ly 


Flavored 


COTTAGE Gress 








pany. The program is tied in with 
a coordinated plan for supplying 
ingredients, cartons, advertising and 
merchandising. The following fla- 
vors are emphasized: Spring Salad, 
Crushed Pineapple, Chive Style, 
Olive Pimento, and a new flavor to 
be announced. 


In addition to regular cartons, 
Gundlach offers a see-through 
carton made from high impact poly- 
styrene. Lids are imprinted with in- 
dividual company’s brand name. 
Flavor can be imprinted also or 
tabbed with easy-to-apply adhesive 
tape. 


The coordinated campaign in- 
cludes newspaper ads, weatherproof 
vehicle cards, doorstep reminders, 
streamers, posters, as well as point 
of purchase promotional material 
for retail outlets, including demon 
stration planning and sampling. 
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Low-Calorie Foods 

TRIM Food Products Ine., is 

expanding into the low calorie 

solid foods market. Their initial 

promotion, in the Wichita, Kansas 


market, features a one-cent sale to 
introduce Trim salad dressings. 
Customers buy Italian Chef Dress- 
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ing and get a companion jar of 
French Chef Dressing for one cent. 


The Trim line includes milk, 
frozen dessert, cottage cheese, but- 
termilk, chocolate drink, cheese loaf 
and dairy bar. To be introduced are 
low-calorie mushrooms, sweetener, 
whip (dessert topping) and a line 
of dressings that includes eight 
flavors. 
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» 
Filler and Capper 


The release of a brand-new 
Universal Filler and Capper for 
nesting-type round cups has been 
announced by Anderson Bros. Mfg. 
Co. The new line of cup filling 
equipment will be known as the 
Model 340 Series and will replace 
the now-discontinued Model 34 
Series. 


The line will be available in four 
arrangements: 


different Standard 





Model 340 will come equipped with 
20-gallon hopper, hopper cover, var- 
iable speed drive, casters and level- 
ing legs. Unit will also include a 
screw-type cup dispenser for one 
size cup only. Standard Model 340-1 
will be identical to Model 340 but 
with no hopper or hopper cover, 
and will be used for direct gravity- 
fill operations only. Economy Model 
340-2 will not come equipped with 
casters, variable speed drive, hopper 
cover or levelling legs, but these 
items may be purchased as optional 
equipment. Model 340-3 is an econ- 
omy version of Model 340-1. 


Each model of the series will 
handle a full range of nesting-type 
round cups from 8 oz. to 32 oz. 
capacities; either paper or plastic 
with metal, plastic or paper lids. 
Cup dispenser is easily changed over 
from one size to another. All Models 
have a built in “no cup-no run” 
safety device. 
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Floor Coating Withstands 
Rough Treatment 


THE corrosion-resistant thermo- 
setting floor coating, Penntrowel, 
introduced last year by Pennsalt 
Chemicals Corporation, has been 
supplied to a large number of indus- 
trial and food processing plants, 
the company states. In use for long 
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periods of time, floor coatings have 
withstood heavy traffic, have not de- 
laminated though exposed to a wide 
range of temperatures and have 
proved their resistance to strong 
acids and alkalies 


Because of the product’s stability, 
plants are advised to store small 
quantities of Penntrowel to repair 
old floors. Special storage facilities 
are not necessary. Mixtures of any 
of the three grades in which the 
product is available can be made 
right on the job site. Downtime is 
kept to a minimum because of the 
fast-setting properties of the coating 


Lined surfaces cure and harden 
overnight. 
When mixed, Penntrowel has a 


butter-like consistency which can be 
troweled on both horizontal and 
vertical concrete, brick or cement 
block surfaces. It forms a bond 
stronger than the surface being cov- 
ered and seals out moisture so that 
there is no scaling or sloughing off 
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Milk Fat Test 
Wins AOAC Approval 
THE ASSOCIATION of Official 


Agricultural Chemists has _ recog- 
nized the accuracy of the TeSa 
method and has voted for its adop- 
tion and inclusion in the Official 
Methods manual for the determina- 
tion of butterfat in all raw milk 
testing. This action followed the ap 
proval of the American Dairy Sci- 
ence Association for all production 
testing and was closely followed by 
the Dairy Herd Improvement Asso- 
ciation endorsement of the test. 

The TeSa testing kit comes in 
four sizes to make 27 tests, 36 tests, 
48 tests or 60 tests per hour. 
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Deluxe Vacuum Tank 


A NEW vacuum farm tank has 
been introduced by the Girton Man 
ufacturing Company. It features a 
single 19” diameter side opening, 
complete insulation including the 





direct 
tion utilizing a large cooling surface 
and a proven mechanical cleaning 
system (optional). 


cover, expansion refrigera- 


The minimum number of open- 


ings in the deluxe vacuum tank are 
said to minimize chances of sealing 
problems while protecting the milk. 
The coolers are available in 400, 600 
and 800 gallon sizes. Finish is 18-8 
stainless steel inside and out. Sight 
glass and inspection light are 
standard. 
Write No. 119e on Reader Service Card 


Heavy-Duty Alkali for 
Bottlewashing Equipment 


INTRODUCTION OF Delvak, 
a heavy-duty alkali developed for 
use in soaker and hydraulic bottle 
washers, has been made by J. B. 
Ford Division, Wyandotte Chem 
icals Corporation. The product fea- 
tures fast wetting action, combines 
heavy-duty cleaning action with 
foam control, and it is said to pre- 
vent scale build-up in water of me 
dium hardness. 


According to the manufacturer, 
Delvak reduces streaking and spot 
ting, scaling of conveyor chains and 
pockets, is non-corrosive to bottle 
washing equipment, reduces drag 
out and cuts alkali consumption 

Write No. 119f on Reader Service Card 


Vaportight Floodlight 
THE HEAVY-DUTY bell holder 


announced by Stonco Electric Prod- 
ucts Company, is vaportight clear 
through for use in all locations ex 


posed to moisture, rain, sleet, ice, 
corrosive fumes, non-explosive va- 
pors and gasses or non-combustion- 


able dusts. Fully protected and 
sealed vaportight with a heavy 
tempered-glass front lens and high- 
temperature live silicone-rubber 
gasket, the bell holder is especially 
effective for locations where unusu- 
ally severe conditions are damaging 
to ordinary floodlights. 


Write No. 119g on Reader Service Cord 
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Markers Are Basis for 
Lubrication System 


AN ECONOMICAL method to 
insure regular and correct lubrica- 
tion of machinery and equipment is 
announced by W. H. Brady Co. It 
utilizes self-sticking Brady lube 
labels to identify lubrication points, 
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tell the types of lubricant to use. 
and indicate frequency of lubrica- 
tion. The lube labels are furnished 
on dispenser cards, ready for appli- 
cation adjacent to lubrication points. 
They may be applied to flat, curved 
or irregular surfaces. Labels are 
made of self-sticking vinyl material, 
resistant to oil, grease and abrasion. 


Lube labels are stocked in five 


colors. 


Numerals 0 through 9 are 





centered in a 3%” diameter die-cut 


circle. These color-number com- 
binations give lubrication engineers 
50 codes to identify different greases, 
oils and fluids used in their plant. 
Other labels used to indicate lubri- 
cation frequency, and to mark 
lubricant dispensers and containers, 
are also available. 


Write No. 120a on Reader Service Card 
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Automatic CIP System 


AN AUTOMATIC control sys- 
tem for in-place-cleaning has been 
designed by The A.P.V. Company 
Ltd. Cleaning and sterilizing solu- 
tions are automatically circulated 
under pressure in the correct se- 
quence. The components of the sys 
tem are all embodied in a stainless 
steel control cabinet. The timing 
mechanism controls all of the mo- 





torized valves from a program disc. 
Two different program timings can 
be selected at the turn of a switch 
and other timings can be obtained 
by fitting different discs. 


On the instrument panel are a dial 
thermometer and gauges recording 
air, water, steam and pump pres- 





NEW LITERATURE | 








AUTOMATION. Bulletin G-580 
issued by the Cherry-Burrell Cor- 
poration describing the company’s 
automated systems, is divided into 
two sections, one on fluid milk and 
one on ice cream. The fluid milk 


portion includes sections on raw 
products handling, processing, in- 
place cleaning and package han- 


dling. The ice cream section con- 
tains information on equipment and 
systems for batch mixing, process- 
ing, in-place cleaning and package 
handling. The bulletin is designed 
to assist the processor in planning 
an automated system. 
Write No. 120c on Reader Service Card 


e 
AIR COOLING UNITS. The 


Frick Company’s Bulletin No. 500 
fully describes their line of air cool- 
ing units, featuring dependable re- 
frigerant control, variety of coil 
styles, choice of refrigerants and 
full-automatic defrosting. Diagrams 
and illustrations of a variety of in- 
stallations are included. 
Write No. 120d on Reader Service Card 


* 
BOILERS. A 20-page catalog 


from Erie City Iron Works de- 
scribes two types of its 2-drum 
water tube factory assembled boil- 
ers. The VL for any firing method 
is a standardized water tube steam 
generator. The VLP is a packaged 
type VL with pressure tight casing 
for oil and/or gas firing. Section 
views, dimensional drawings and 
mechanical data are included, as 
well as lists of typical users and 
description of firing equipment. 
Write No. 120e on Reader Service Card 
* 


STORAGE TANKS. The Certi 
fied line of elliptical, cylindrical and 
rectangular milk storage tanks, is 
fully described in Bulletin No. 
ST1G available from Stainless & 
Steel Products Company. Capaci- 
ties range from 1000 to 10,000 gal- 
lons. 

Write No. 120f on Reader Service Card 


& 
STABILIZERS AND EMUL- 
SIFIERS. The Laboratory Divi- 


sion of the Meyer-Blanke Company 
has prepared a factual booklet, en- 
titled ‘Stabilizer and Emulsifier 
Guide for Ice Cream and Related 
Products.” This booklet shows the 
when, where and why to quality 
control for the manufacturer. 
Write No. 120g on Reader Service Card 


CULTURE. Recommendations 
for reliable culture management 
are listed in a folder available from 
The Dairy Laboratories. Entitled 
“Your Culture Program,” the folder 
discusses temperature, acidity, inoc- 
ulation, purchase of fresh culture, 
culture transfer, culture rotation, 
emergency blends, starter and fin- 
ished product failures and specificity 
of “bacteriophage.” 

Write No. 120h on Reader Service Card 


2 
CARRIER-DISPENSERS. The 
complete line of portable, stainless 
steel, vacuum-insulated, carrier- 
dispensers manufactured by Vacu- 
um Can Company is described in 
a recent bulletin. High vacuum in- 
sulation insures highest permanent 
thermal efficiency or heat control. 
“AerVoiD” carrier-dispensers are 
used for storing, transporting and 
serving hot and cold foods and bev- 
erages. Included are descriptions 
of 8 standard models of portable 
bulk milk dispensers and accessories. 
Write No. 120i on Reader Service Card 
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BOILERS. Useful tabulated data 
on 35 models of Continental auto- 
matic “package” boilers ranging 
from 15 hp through 600 hp sizes 
are contained in Bulletin BE-400 
published by Boiler Engineering & 
Supply Co., Inc. Included are illus- 
trated design specifications of the 
boiler itself and the integral burner 
system for oil, gas or combination 
fuels. 3urner principles are dis 
cussed in deta’‘l. 

Write No. 120k on Reader Service Card 

2 


SWEET DAIRY WHEY. West 
ern Condensing Company’s Valley 
Fresh Sweet Dairy Whey is de- 
scribed in an informative brochure. 
This spray process dairy ingredient 
is manufactured by removing the 
water, fat and casein from whole 
milk. The resulting product is find 
ing increased application in the 
food industry. 

Write No. 120m on Reader Service Card 

e 

DE-SLUDGERS. An 8-page 
booklet published by Centrico, Inc. 
is titled “Westfalia High Capacity 
Automatic De-Sludgers — Series 
15007.” Detailed explanations of the 
design and operating principles of 
such machines as the SAMN-15007 
are included. Detailed sectional 
drawings illustrate the operation of 
the machine, both as a clarifier and 
a separator. Particular attention is 
given to the automatic de-sludging 
cycle. The booklet also illustrates 
other types of Automatic de-sludg- 
ers — the SAOH, SAOEH and 
SAOOH. 

Write No. 120n on Reader Service Card 





sure. In front, under a hinged lid, 
are the storage tanks for detergents 
and sterilizing solutions. 

The pump, the automatic valves 
and the steam heating equipment 
are within the cabinet. All the serv- 
ice connections, detergent feed and 
return lines enter through-the lower 
part of the cabinet. 

Write No. 120b on Reader Service Card 


Dairy’s Vehicles Equipped 
With Two-Way Radios 
TWO-WAY 


been installed in all 
trucks and management personnel 
cars of Irvindale Farms, Atlanta 
Georgia. The radio system, installed 
by Motorola, Inc. of Chicago, is 
controlled from several dispatch 


mobile radios have 
100 delivery 
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points in the plant. The transmitter 
and a 320-foot high tower are also 
located at the plant. The dairy’s 
radio dispatcher is able to reach 
trucks in any area within seconds. 
Wholesale and retail trucks, as 
well as service vehicles, are radio- 
equipped. 
Write No. 121a on Reader Service Card 


Natural Coloring 
Agent for Food Use 


NATURAL Carotene Concen- 
trate (20 per cent), recently de- 
veloped by Vitex Laboratories, 
subsidiary of Nopco Chemical Com- 
pany, is available for use in all food- 
stuffs where coloring is required and 
vitamin fortification is desirable. 


The product is a natural coloring 
agent containing pro-vitamin A car- 
otenoids. Foods colored with natural 
carotenes can include a guaranteed 
vitamin A potency in labeling and 
advertising. Blends are also avail- 
able with added Vitamins A, D 
or Ds. 


The concentrate is said to be 
highly soluble in oils and dispersible 
in aqueous media. Its use provides a 
uniform yellow coloring, free of red 
or green tints. 


A booklet is available providing 
technical information and a wide 
list of suggested uses for the color- 
ing agent 

Write No. 121b on Reader Service Card 


Udder Sponge 

Display 

TWELVE ‘Twin Packs”’ of 
Sparta ‘“Kleen-Udder” cellulose 
sponges are now packaged in an 
attractive carton for counter display, 
according to an announcement by 
the Sparta Brush Company. The 
all-in-one display carton needs only 








the back cover folded back to be- 
come a “shopper stopper” for dairy 
men. 


The “Kleen-Udder” sponge is 
said to promote better, more sani- 
tary milking. It becomes soft when 
wet; gentle massaging of teats and 
udder stimulate milk letdown and 
speeds up milking. Use of the 
sponge is said to lower bacteria 
count and prevent sediment from 
getting into milk. 

Write No. 121c on Reader Service Card 


February, 1960 


Heavy-Duty Microorganisms and other cellular 
. ‘ materials quantitatively removed by 
Circulation Cleaner the Millipore filter from a liquid 
“TRIPEL,” a new heavy-duty sample are retained upon its surface 
circulation cleaner for use in dairies, in a single plane where they may 
has been developed by the Diversey be cultured, examined * counted. 
Corp. The product is a strong alka- By superimposing the MF on a 
Nae cleveietion chaamer tor TST nutrient medium in a petri dish and 
pasteurizers and other high tem incubating, each bacterium on the 
perature processing equipment. Said 
to be unusually effective against 
cooked-on contamination, Tripel is 
also said to offer such advantages 
as controlled foaming, rapid solu 
bility, non-dusting and advanced 
water softening. It can be used in 
circulation cleaning of plate or tubu- 
lar pasteurizers and connecting lines 
and in CIP systems containing hot 
or cold processing lines. 
The product is packaged in net 
weights of 125 and 400 pounds, in 
fiber drums with polyethelene liners. 


Write No. 121d on Reader Service Card 





* 
Bacteriological 
Analysis Kit 
MORE THAN 500 bacteriological M¥¥s surface may De grown into a 
examinations using the Millipore fil visible and identihable colony. 
ter can be carried out with the con The kit includes apparatus such as 
tents of a kit developed by the a filter holder, vacuum flask, vacu 
Millipore Filter Corp. um pump, and petri dishes; grid 
The Bacteriological Analysis Kit marked Millipore filters; and a 
contains everything needed to con- supply of dehydrated MF-Endo 
duct the filtration of liquid samples medium for the detection of coli 
and to prepare the Millipore filter form organisms in water, milk and 
for incubation and subsequent mi- other liquids 
croscopic examination. Write No. 121e on Reader Service Card 








ELC UC Mm FRESH MULK | 
for you everywhere | 


NEW JENNINGS 1959 


AUTOMATIC 


OUTDOOR MILK VENDOR 


This new Jennings Milk Vendor is designed 
to sell milk out of doors in any location. No 
matter the weather, it will keep milk at the 
proper temperature . . . assuring a profitable 
operation with its extra large storage capac- WRITE, Wire, Phone today for 
ity . . . 70 half-gallons, 140 quarts or 198 complete details. 

Canco half-pints. 


JENNINGS : COMPANY 


DIVISION OF HERSHEY MFG. CO. 
4303 West Lake Street : Chicago 24, Illinois 
MAnsfield 6-2612 


20 YEARS OF MILK VENDOR EXPERIENCE 


e Automatic Temperature Control 
e Vends 1 or 2 Flavors 
© Positive Slug Rejection 





Write No. 121 on Reader Service Card 
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Fruit Drink Program ‘hat all Dri-Mark films are pro- Brand Name Change 

Lis tected by Colorgard 70, a tough and : 
A NEW fruit drink program that durable clear top coat. For Anhydrous Ammonia 
will be introduced to dairies in Write No. 122d on Reader Service Card TIT : Page ae Ne 
February has been announced by e m. coreg sae di Br wns 
Bowey’s, Inc. In addition to. im- 1emical Corporation’s anhydrous 


cee : ammonia has been changed from 
proved orange base and fruit punch Single Shell Tank B " ~ * 
F : scind rage ey arrett Brand to Allied Chemical 
concentrate, Bowey’s is introducing \ SANITARY § stainless | steel Anhydrous Ammonia. 


a lemon concentrate that is said to 


have 6 new fell-bodied Gaver. single shell tank has been added 


. aoe A . In announcing the change, a com 
to the line of dairy processing equip- 8 — ” 


T . . on . y cial explainec designa- 
The Bowey fruit drink program ment made by The Creamery Pack- pany official explaine the. i. — 
ee ae ¢ ; , ha he ei age" tion “Barrett” originated with Allied 
will incorporate four selected pre- age Mfg. Company. The tank is -. mene ehe , 
: é ; . 7 _ . Chemical’s Barrett Division which 
miums for adults and children. Each made expressly for handling a : 
= first produced and sold the product. 


item has proved itself a “sales get- variety of dairy products which 
ter” in other fields. The premiums ™ ‘ 
include: a black forest clock, fine 
quality nylons, a 37 piece cowboy- 
soldier set and an extensive button 
assortment. 

Write No. 122¢ on Reader Service Card 


However, today the company’s Ni 
trogen Division produces and sells 
anhydrous ammonia. The Allied 
Chemical logotype recently received 
official recognition as a company 
trademark. 


e The product is stocked in 150, 100 hg 
— and 50 lb. cylinders warehoused at }) 
Pressure-Sensitive many points located throughout the 


country. It is also available in tank 
truck, tank wagon, tank car and 
barge quantities from the division 
plants in Hopewell, Va., South . 
Point, Ohio and Omaha, Nebr. 
Write No. 122f on Reader Service Card 


Signs and Markings 

A COMPLETE new line of Dri- 
Mark films is available from the 
Meyercord Company. Films are cus- 
tom-processed pressure-sensitive ap- 





plied signs which may be used on use surge, balance or intermediate e 

trucks and windows, as well as for holding, blending, and accumulat- 

nameplates and product markings. ing ingredients in their processing Portable Platform 
[In addition to Dri-Mark decals, the procedures 


“ie ee ; : A SANITARY portable platform 

I ares include: apeay cleanable designed for use in dairy operations 
(or Cleaned-In-Place), all stainless has been introduced by the Pemco 
steel, welded construction with in- Wheel Company It will handle 
tegral dome top, easy-to-remove off- race hardened ball bearing wheels. 
center agitator with 2-speed drive, loads up to 1,000 Ibs. and rolls on 
and large manhole. Tanks are avail- 
able in 350 to 1,100 gallon sizes. The high tensile, deep hardened 
The company has also announced Write No. 122e on Reader Service Card steel wire construction is said to be 


Glia Koh Paver 
vour Buttermilk 


TRUE, “HANSEN’S” 1002 Pure 


NATURAL 


FLAVOR STARTER DISTILLATE 


line includes the following new 
products: Vinyl, Mirro-Cal (a 
chrome bright mirrorized film), 
Clear Mylar (a duPont polyester 
film), Mirro-Cal VML (a mirrorized 
vinyl Mylar laminate) and Outdoor 
Paper. 
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% Enhances creamy “fresh-from- 


the-churn” flavor SPEND YOUR VACATION IN FLORIDA 
Pee, Suey. ee ee SURF and SAND APARTMENTS . 





% Overcomes flatness with rich 3009 SEBASTIAN STREET 7 
starter-like taste and aroma FORT LAUDERDALE FLORIDA i 
% Maintains flavor uniformity catering to a select clientele demanding exclusive 


accommodations in a luxury setting. 
1 and 2 Bedroom Apartments 
and Single Hotel Rooms 


One-half block from the ocean, “Surf and Sand” is situated on 
a uiet residential street of tropical charm—close to everything. 


the year around 


Our rates are based on one or two persons in either 
Apartments or Hotel Rooms, and include . . . 
Air Conditioning - Central Heat - Daily Maid Service - Utilities - 
Patio and Sun Deck - Televisions - Beach Cabanas and Mat- 
tresses - also Contintental Breakfasts for Hotel Room guests. 









CONVENIENT Poly-Pak 


4 ONE GAL. CARTONS TO CASE 


A few units are still available. 
Open all year. Write for rates. 
| Let us make your stay with us a truly memorable one. 
CHR. HANSEN’S LABORATORY, INC. Your hosts, 
MILWAUKEE 14, WISCONSIN “Bob” and Helen Hagemeier 
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rust-resistant. The platform has 
complete lubrication provisions with 
center hole greasing provision in 
wheel axles. Sealed self supporting 





caster is said to remain free of dirt 
and foreign materials. Steam clean- 
ing cannot remove grease from 
sealed wheel and caster bearings. 
Platform is furnished with neo- 
prene, grease resistant non-marking 
tires. 
Write No. 123a on Reader Service Card 


Rotary Booster 
Compressors 
THE ADDITION of a series of 


rotary booster compressors to its 
line of refrigeration and air con- 
ditioning equipment has_ been 
announced by The Vilter Manufac- 
turing Company. Available for use 
with ammonia, refrigerant-12 and 





refrigerant-22, the Vilter rotary 
booster is designed for low tem- 
perature applications and will fit 
readily into multi-stage systems as 
the first or booster stage. 


Units range in capacity from 4 
tons through 400 tons of refrigera- 
tion, depending upon compressor 
size and operating conditions. Of 
the sliding vane type, the VRB is 


internally lubricated by means of 


a mechanically driven force-feed 


lubricator. 

The VRB is said to be especially 
suited for use in dairies and other 
industries where low temperatures 
are required for process work 

Write No. 123b on Reader Service Card 


Carton Coding Machine 


A NEW MACHINE tthat im 
prints folding cartons in the flat 
at speeds to 350 per minute has been 





announced by 
Inc. Magazine-fed and foot-pedal 


Adolph Gottscho, 


controlled, the “Cartoncoda” ma- 
chine imprints code-dates, lot or 
control number in any location on 
the carton surface. It handles al- 
most any shape carton from %4” 
x2 tot x i". 

Write No. 123¢ on Reader Service Card 


Laboratory Glassware 


SIXTY-SEVEN new laboratory 
glassware items of interest to the 
scientific laboratory profession are 
listed in the new supplement to the 
general catalog of Kimble Glass 
Company, subsidiary of Owens- 
Illinois. These new listings cover 
styles, shapes, sizes, conversions to 
hard glass and new products now 
available in the Kimble line. With 
the addition of these new products, 
Kimble is now manufacturing more 
than 500 specific items, totalling 
7,500 different shapes and sizes. 


New hard glass items available 
include a wide range of condensers, 
boiling flasks, additional volumetric 


flasks, including the new square 
shapes in five sizes from 100 ml 
to 2,000 ml, and many other specific 
glassware products. The company 
continues to add to its borosilicate 
line and the new supplement listings 
indicate a significant extension of 
Kimax hard glass laboratory ware 


The No. SP-57 supplement to th« 
Kimble SP-5 catalog contains 40 
pages complete with illustrations 
and descriptive material identifying 
the listed products. 

Write No. 123d on Reader Service Card 


Pictorial Color Lids 
For Sour Cream Tubs 


SIX FULL color photographic re 
productions of favorite menu items 
using sour cream are now available 
from Continental Can Company as 
stock designs on the metal lids that 
cap waxed paper tubs holding the 
product. The lids, all having white 
backgrounds, feature sour cream 





used on a tossed salad, over sliced 
strawberries, on a baked potato, 
topping a fruit compote, as a dip 
for potato chips and over diced 
vegetables. Dairy name and product 
information are usually custom- 
printed on the lids. 


The pictorial lids offer food stores 
added merchandising appeal when 
sour cream is tied-in with products 
seen on the closure. Continental 
suggests that the attractive metal 
lids are popular for use as coasters 
and ashtrays. 

Write No. 123e on Reader Service Cord 











Officially Approved for All Raw Milk Testing’ 





mT, 
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February, 1960 





The NEW, accurate 


read! No centrifuge necessary! 


by University tests. 


* SIMPLE! Just mix, heat, temper and 


* SAFEI No dangerous acid used! 
* ACCURATE! Far more accurate in the 
field than any other method! Proved 


* ECONOMICAL! Saves time, reduces 
labor and equipment costs. Can now hour). 

* Approved by American Dairy Science Association June, 1959 and adopted as first 
action for fat testing of raw milk by Association of Official Agricultural Chemists 
October, 1959, subject to State regulations. Also approved for DHIA testing. 


TECHNICAL INDUSTRIES INC., 2711 S.W. 2nd Ave., FT. LAUDERDALE, FLA. 


Replaces Old-Fashioned 


bersome Equipment 


be used for all butterfat determina- 
tion in raw milk, subject to State 
regulations. Four sizes, Economy (for 
making 27 tests per hour), Dairyman 
(for making 36 tests per hour), Field 
Tester (for making 48 tests per hour) 
and Super (for making 60 tests per 
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EQUIPMENT — SERVICES — PERSONNEL — ETC. 


To ensure appearance of your ad in a given issue, copy should be in our hands 
by the 15th of the previous month (i.e., copy in by October 15th for November issue). 
FOR SALE OR EXCHANGE (BUSINESS MACHINERY AND SUPPLIES), WANTED TO BUY, 

BUSINESS OPPORTUNITIES, SALES PROMOTION, ETC. 





lightface, per word...........$ .10 Boldface, per word ep oe 

Minimum Charge . ... 2,00 Minimum Charge ............... 3.00 
HELP OR POSITION WANTED 

lightface, per word $ .05 Boldface, per word 
















Minimum Charge ... vive BOD Minimum Charge 
BOX NO., DOMESTIC (additional)...$ .50 BOX NO., FOREIGN (additional)........ $1.00 
(In counting the ber of words, please remember to include the address. This 





applies also to box numbers.) 

DEADLINE—15th of the month preceding publication. PUBLISHED first of the month. 
No classified advertising will be accepted to run with borders or special spacing. All 
such advertisements are considered “Display” advertising and will be billed at regu- 
lar display advertising rates. (Rates and mechanical requirements on request.) 


PLEASE NOTE CHANGE IN CLOSING DATE FOR CLASSIFIED ADVERTISING. 


NOTE: Names and addresses of adver- 
tisers using blind addresses cannot be 
furnished direct from this office. Write to 
























Box Number (as indicated), care of 


American Milk Review, 92 Warren St., 
New York 7, N. Y. 





NOTICE: The publisher disclaims any re- 
sponsibility for the reliability of parties 
advertising in our Classified Opportunities 
Section, or for the truthfulness of state- 
ments made in such advertisements. In 
answering such ads, ask for references 
if parties are unknown personally, before 
sending money. Our readers are requested 
to assist us in keeping unreliable parties 
from advertising by reporting suspicious 
dealings. 


We reserve the right to refuse to accept 
advertisements which we believe are detri- 
mental to the dairy industries. 































































EQUIPMENT FOR SALE _ EQUIPMENT FOR SALE 














FOR SALE: 1 Cherry-Burrell Bottle FOR SALE: American Can Paper 


WASHER, Soaker Type, 10 Wide, Model FILLER, Model 15 RC excellent condition. 
E, Serial No. 4088, Fair Condition - Cherry-Burrell HOMOGENIZER, Model 41 
$1,400. 1 Cherry-Burrell Bottle FILLER excellent condition 200 GPH. Both ma 
and CAPPER, Gra Vac, Model K-16, Serial chines replaced by larger machines. Call 
No. 23L, Good Condition—$1,950. 1 SWISSVALE FARM DAIRY, Westminster, 
Manton-Gaulin HOMO., 1200 gallons, Model Maryland. TI. 8-3100. 2-M-60 


1200 E, Serial No. 421507670, Good Con- 
dition—$2,425. 1 Ex-Cell-O Electro Pure 
PASTEURIZER, 10,000 Ibs. per hour, 
Serial No. 10002, Good Condition—$2,500. 
1 Sterling 5”°x5” COMPRESSOR—$100. 
4,700 Wood Milk CRATES, Tall Square % 
Pints @ $1.25 each. 1 Fairbanks-Morse 
Dial SCALE, 1,000 lbs. with S.S. Weigh 








‘Forty Frigidaire open display self de- 
frosting glass front Ice Cream FREEZERS. 
Excellent for Ice Cream, Frozen Foods; 
$200 up. Discount on quantity purchases. 
Three Icc Cream TRUCKS 1100-1500 ca- 
pacity; One TRAILER and -TRACTOR.’’ 











y J Write to: Box 14 2-M-60 
Pan and Dump Tank—Same Capacity— = ‘ -_ 
$1,000. 45 Foot Rice & Adams Can CON- 

VEYOR with Chain $90. Write to: LAMAR SALE: Mojonnier Triple Effect stainless 
CREAMERY COMPANY, Box 390, Paris, steel EVAPORATOR, total of 1550 square 
Texas. Phone SU. 4-6681 2-M-60 feet with finishing Pan and Preheaters 
eomepesnineeniennieine ee a 6‘ Diameter VACUUM PANS. 24x36", 
FOR SALE: Milk Bottle CAPS, my 32x52", 32°x72", 42x90" and 42x120" 
name on. P 38 Dacro; 56MM Sealon hoods, DOUBLE ROLL DRYERS. Write to 
‘e off list. Write to: Box 33 2-M-60 PERRY EQUIPMENT CORPORATION, 
eee ia napnenite 1409 N. 6th Street, Philadelphia 22, Penna. 
EXCEPTIONAL OFFER—One Creamery 2-M-60 
Package Bottle FILLER, 16 Valve Right — —- ~- 

Hand, All Stainless Steel. Vacuum With " . " ° , TAQHE 
Six Capping Heads. Excellent Condition. P FOR SALE 3 " ae ee WARE. 
Immediate Delivery. Very Attractive Price. 3 pump wash K24 Cherry FILLER, % 
Write or call Wm. F. Woeste, UNITED gallon rectangular to % nat cae have 
DAIRY FARMERS, 3955 Montgomery gallon attachment added. 150 foot bottle 
Road, Norwood 12, Ohio. MElrose 1-3385. ae eee new ee eee. ae 
°-M-60 FIER. Manton-Gaulin HOMOGENIZERS all 


sizes. Cherry 400 gallon HOMOGENIZERS. 
CP 1000 gallon and 400 gallon. 4000 gal- 
lon Storage TANK. 1000 gallon CB Hori- 


STAINLESS STEEL VALVES AND 





FITTINGS—For Milking Parlors and the zontal and Vertical Storage TANKS. 7000 
Milk Industry. Descriptive leaflet and lb. CP Short Time PASTEURIZER. 2400 
prices on application. Agencies still open Ice Builder. 2400 lb. King Zeero Ice 
in most countries. Write to: NECHUSTAN Builder. York Plate HEATER. 12,000 Ib. 


LTD., P. O. B. 1758, Tel Aviv, Israel. 


500 gallon CP Processor—S.S.—other size 

2-M-60 PASTEURIZERS. 200 gallon insulated 

TES eee VAT. 24 foot two inch stainless cooling 

FOR SALE: 3000—% pint Square Bottle coil—Agitator. 400 gallon full insulation 
Wooden CASES. Lost lease on storage -all stainless with cooling coil in jacket 
warehouse, must sacrifice. Write to: stainless coil-vari drive. Rogers 4° PAN 
LAMAR CREAMERY COMPANY, Paris, all stainless complete. Mojonnier 3’ PAN 


Texas 2-M-60 all stainless complete. Pure Pak % gallon 
a FILLER—18 Valve Specialty Vacuum 
FILLER for gallons. Write to: CENTRAL 
WEST, 17815-S Sayre Avenue, Tinley 
Park, Illinois. Phone KEllogg 2-2644. 


FOR SALE: Grade A Intake equipment 
in excellent condition; Toledo Suspension 
SCALE, 1000 lb. Dial, complete with one 


9 
1000 Ib. Weigh TANK and one 500 Ib, — 
Weigh TANK separate of each other: : 

STRAINERS, COVERS, etc.: also Dump FOR LEASE — STAINLESS STEEL 
TANKS to accommodate Weigh Tank; all MILK TANKERS. ALL SIZES. DAY, 
are of S.S. and look like new. Rice and MONTH, YEAR. WRITE TO: TRANSPORT 
Adams 8-10 Can WASHER with unloader LEASING CORPORATION, BOX 500, 


Arnold power coneyor can TRACK with Phone 200, OZARK, MISSOURI. 2-M-60 

curves, approximately 45 foot long with — ‘ ‘ 

can dump and control. Write to: ALBERT m . — , 

LEA CO-OP CREAMERY ASSN P. O FOR SALE: 5x5 Vilter COMPRESSOR 

Box 387, Albert Lea, Minn. °-M-60 Heil 8 Wide Washer with extra soak 
compartment, Case Conveyor, Bottle Con- 
veyor, C.P. No. 26 FILLER and CAPPER, 


FOR SALE: 1000 lb. Fairbanks Dial 800 GPH York HTST, 800 gallon C.P. 
Receiving SCALE with SS TANKS. C. P. HOMO, No. 136 and No. 142 DeLaval 
CAN WASHER Serial No. 298. 28 H.P. Ilreco Paper FILLER LT-20, 2 Blowers 
CLEVERS-BROOKS BOILER with Oil with 5 HP Freon COMPRESSOR, Can 
Burner (NEW). Write To: WATERS SUP- Steamer. Write to: STUART W. JOHN- 
PLY COMPANY. 1206 S. Fayette Street. SON & COMPANY. Lake Geneva, Wiscon- 
Washington C. H, Qhio. 2-M-60 sin. 2-M-60 











EQUIPMENT FOR SALE 

SPECIALS—2—65 H.P. Liberty BOIL- 
ERS W.T. 150 lb. W. P. Gas Fired; 2000, 
3000 and 4000 gallon 8.S. TANKS; 14 
and 28 Valve Cemac FILLERS—can be 
equipped for % gallon rectangular bottles; 
No. 392 DeLaval all S.S. Cold Milk 
SEPARATOR; 32”x100” Buflovak Drum 
DRYER; 3 foot Mojonnier S.S. Vacuum 
PAN; 2700 and 3100 gallon S.S. Truck 
TANKS and TRAILERS; 150 and 300 gal- 
lon Creamery Package Continuous FREEZ- 
ERS. 





WE FLY TO BUY 
LESTER KEHOE MACHINERY CORP 
2581 Richmond Terrace 
Staten Island 3, New York 
Gibraltar 7-3410 
2-M-60 


FOR SALE: One 22,000 Ib stainless 
steel Doub!e Effect EVAPORATOR in per- 
fect condition, at a bargain Write to 
3ox 29 2-M-60 


“FOR SALE: Glass front Ice Cream 
CABINE’ also some self-defrosting 
CABINETS; all in very good mechanical 
condition and appearance. Can be used 





immediately for Ice Cream.’’ Write to: 
sox 31 2-M-60 
PRICED TO SELL: (2) 300 gallon 


Sterline S.S. in and out Processing VATS: 
500 gallon Damrow S8.S. in and out Proc- 
essing VAT; 1000-500 gallon Insulated 
Storage TANKS; 2500-1500-1250 gallon 
Truck TANKS; 42”x120”, 32”x120”, 42”x 
90”, 22”x90", 32”x72” Buflovac and Ameri 
can Double Drum DRYERS; 20,.000-15,000 
lb/hr. complete Cherry-Burrell HTST PAS- 
TEURIZERS: Doering \%-'-1 Ib. Butter 
PRINTER: Morpac % Ib. Model J.Q.E. 
Butter WRAPPER: Cherry-Burrell 35 
Superplate COOLER; Creamery Package 88 
Plate COOLER; Mojonnier 12-10-24 and 
8-6-24 Cabinet COOLERS; Chester 4,000 
lb/hr. Mix Cabinet COOLER; 72” and 60”, 
Mojjonnier Vacuum PANS; 1000 gallon 
Coil VAT with two 500 gallon sections; 
1000 and 1500 G.P.H. Manton-Gaulin 
HOMOGENIZERS;: Girdler Votator 2 cyl 
inder Model 4 V.B. all stainless; Many 
additional items. Write to: BEST EQUIP- 
MENT COMPANY, 1737 W. Howard Street, 
Chicago 26, Illinois. AMbassador 2-1452. 

2-M-60 











FOR SALE: COMPLETE LINE OF 
USED. PROCESSING EQUIPMENT AND 
SUPPLIES. USED SQUARE OR ROUND 
BOTTLES % pints thru gallons. USED 
WOOD AND WIRE CASES for glass or 
paper bottles. REPAIR AND REBUILD- 
ING SERVICES for sanitary valves. 
Indicating and Recording Thermometers, 
temperature regulators and positive pumps. 
LOW PRICES ON LEATHER PLUNGER 
SEALS FOR C.P. AND M.G. HOMOG- 
ENIZERS. PLEASE SEND US YOUR 
INQUIRIES. Write to: STUART W. 
JOHNSON & COMPANY. LAKE GENEVA, 
WISCONSIN. CHESTNUT 8-4451 2-M-60 
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EQUIPMENT FOR SALE 








STAINLESS STEEL TRANSPORTS — 
Bulk and Farm Pick Up Used Tanks all 
capacities— Priced to move quick.—Mod- 
ern shop-welding-conversions general serv- 
ice. Consult us on the BRODIX RENTAL 
PLAN. THE BRODIX CORPORATION, US 
HWY. No. 122, Dunellen, New Jersey. 
Box 6. PLymouth 2-9300. 2-M-60 

FOR SALE: 500 gallon Cherry-Burrell 
‘‘Mixmaker’’ PASTEURIZER; 2500 gallon 
Cherry-Burrell Super HOMOGENIZER; 
500 gallon Tolan Vacuum PASTEURIZER; 
GV 20 and GV 24 Cherry-Burrell Vacuum 
FILLERS; 6, 7 and 10 Valve Gravity Type 
FILLERS: HOMOGENIZERS 125 to 1500 
gallon; 100 to 400 gallon PASTEURIZERS; 
3 CPM Rotary, 4 and 8 CPM Straitaway 
Can WASHERS; 2—65 H.P. Liberty BOIL- 
ERS W. T. 150 Ib. W. P. Gas Fired; 
40-80 and 150 gallon Continuous FREEZ- 
ERS; COMPRESSORS, Freon 15 H.P. 
Frick; Ammonia 3x3; 7%x5 Frick Am- 
monia BOOSTER; Sweet Water COOLERS; 
SEPARATORS; CLARIFIERS; Milk 
PUMPS, Centrifugal and Positive. Many 
other items. Send us your inquiries. 

What do you have for sale? 
WE FLY TO BUY 
LESTER KEHOE MACHINERY CORP. 
2581 Richmond Terrace 
Staten Island 3, New York 
Gibraltar 7-3410 





2-M-60 





BARGAINS FOR SALE— 

The RUDERMAN MACHINERY EX- 
CHANGE of Gouverneur, N. Y., one of the 
largest diversified Machinery and Equip- 
ment Dealers in America, can furnish you 
with all your needs in modern ICE CREAM 
and MILK AND MILK PRODUCTS PLANT 
EQUIPMENT. ELECTRICAL EQUIPMENT 
of every description also available. Our 
PRICES ARE RIGHT. but a fraction 
of the original cost. Write, wire or phone 
your needs. Full information and prices 
will be promptly supplied. 


THE RUDERMAN 
MACHINERY EXCHANGE 
80 West Main Gouverneur, N. Y. 
Phone: 333-334 
2-M-60 


FOR SALE: Close Out— Two 2 Ton 
Refrigeration Units with 2 HP motors, 1 
BOILER, 15 HP; 1 Bottle WASHER 4 
wide % pint to quart; 1 stainless steel 
AERATOR; 2 PASTEURIZERS, one 150 
gallon capacity, one 100 gallon capacity; 
about 100 glass quart cases; 1 Dumping 
VAT; 2 PUMPS and several foot stainless 
steel tubing. Will accept any reasonable 
offer for all or any part of this equipment. 
Write to: HITCHINS QUALITY DAIRY, 
Hitchins, Kentucky. 2-M-60 


FOR SALE: 1— 42x90 Buflovak Roll 
DRYER. 1—32x90 Buflovak Roll DRYER 
Write to: L. L. CHAFFEE, Morrisville, 
Vermont. 2-M-60 

BOTTLE WASHER **Model SDQ’’ 
Double-End Cherry-Burrell-Heil, 16 Wide. 
Quarts, Pints and % Pints, 80-160 B.P.M. 
Accumulator, Used 5 years, good condition. 
Make Offer. DAIRY MART FARMS, INC., 
P. O. Box 2711, San Diego 12, Calif. 

2-M-60 








FOR SALE: Purity Rotary Can WASH- 
ER $250. Manton-Gaulin 300 gallon $300. 
Creamery Package 200 gallon $200. York 
COMPRESSORS 6x6, 5x5, 4x4. Kusel 300 
gallon stainless steel Cheese VAT $600. 
Pfaudler 52 plate COOLER $250. Cherry- 
Burrell Continuous FREEZER (60) with 
Fruit Feeder $500. Mojonnier 500 gallon 
processing VATS, heat and cool, stainless 
steel inside $1150. Cases of all kinds, 
Wire or Wood for glass and paper, also 
two quart square Wire or Wood (6). 51MM 
quart BOTTLES, two-quart glass square 
bottles 48MM. Mojonnier Cabinet COOLER, 
eight wings, stainless steel $400. 52” Buflo- 
vak DRYER. DeLaval 226 CLARIFIER. 
Damrow 500 gallon stainless steel Cheese 
VAT $200. Excello pint package MACHINE 
$300. Ilreco Pure Pak FILLER, Model 
IT $500. We buy, sell and trade. Write us 
what you need. GORDON EQUIPMENT 
COMPANY, 6530 West Jefferson, Detroit 
17, Michigan 2-M-60 





FOR BUTTER PATTIES: WAXED 
U-BOARDS, 6”x15%”, 16 point double 
white, $9.00 per thousand or 54%4”x6%”, 
$3.00 per thousand. Samples cheerfully 
sent upon request. Write to: BORAX 
PAPER PRODUCTS COMPANY, 350 East 
182nd Street, Bronx 57, New York. 

2-M-60 





EQUIPMENT FOR SALE 


FOR SALE: Two Cemac right hand, 14 
valve FILLERS, one 6 years old for 
$3,500, one 12 years old for $2,500; both 
in excellent condition; also 12 Dacro 38MM 
CAPPERS. Write to: HILLSIDE DAIRY, 
Cleveland Heights 21, Ohio. 2-M-60 





FOR SALE: Two 16x16” York Am- 
monia CONDENSERS; 20”x10’ York RE- 
CEIVER, complete with valves, in opera- 
tion now, $350; four 8x18’ Henry Vogt 
Ammonia CONDENSERS, complete with 
valves, in operation now, $200. Write to: 
GOLDEN JERSEY CREAMERY, Edin- 
burg, Texas. 2-M-60 


FOR SALE: 4000 Ibs. per hour C-B 
HTST PASTEURIZER, Model C-32, com- 
plete with Thermometers, controls, hot 
water circulating unit, 10BB Waukesha 
pump, $1,500. Write to: GOLDEN JERSEY 
CREAMERY, Edinburg, Texas. 2-M-60 








FOR SALE: MORPAC one pound Butter 
WRAPPER. DOERING electric tub butter 
CUTTER. Excellent condition. Reasonable 
price. Write to: Box 11. 2-M-60 





DUE TO MERGER OF SEVERAL 
PLANTS IN THIS AREA THE FOLLOW- 
ING EQUIPMENT IS FOR SALE — AT 
GOSHEN FARMS DAIRY, 624 E. Jackson 
Street, Goshen, Indiana. Phone 3-1766. 
1—Cherry-Burrell 200 gallon Spray PAS- 
TEURIZER, Stainless steel inside and 
out—new Oct. 1947 $300. 1—Cherry-Bur- 
rell 200 gallon Spray PASTEURIZER, 
Stainless Steel inside and out—new Feb. 
1951 $350. 1—Cherry-Burrell Super Plate 
COOLER —Serial No. 75-SA53-1406— new 
June 1953 $1495. 1—55BB Waukesha Sani- 
tary PUMP—new Jan. 1953 $300. 1—Frick 
4x4 Vertical 2 Cylinder Ammonia COM- 
PRESSOR—new July 1953 $500. 1—Bun 
Tying MACHINE $200. 1—Cherry-Burrell 
300 gallon VISCOLIZER—new Nov. 1947 
$300. 2-M-60 

FOR SALE: Soft Ice Cream TRUCKS 
1959 Models. Rare opportunity. Off season 
price. Write to: MOBILE ICE CREAM 
CORPORATION, 810 E 140th Street, 
Bronx, New York. LU 56-4507. 2-M-60 





FOR SALE: 50 24—'‘z pint tall square 
United Wire CASES; 300 24 pint tall 
square Barker Wire Cases; 500 24—*% pint 
tall square Wood CASES; 150 20—‘* pint 
round compact Quirk Wood CASES; 400 
T-square quart Wire CASES; 400 20—‘% 
pint round compact United Wire CASES; 
50 20 square pint Cumberland Wood 
CASES, never used; 150 30—*% pint round 
United Wire CASES; 250 20—% pint 
square squat United Wire CASES; 500 T- 
square quart metal end Wood CASES; 400 
6—™% gallon square Wire CASES; 100 
8—% gallon round Wire CASES; 25 Gross 
48MM half gallon square BOTTLES; Fort 
Wayne 3 valve hand gallon FILLER with 
51MM or 56MM coverall capper and S.S. 
float; Used G-72 7 valve C-B FILLER with 
2 56MM _ coverall cappers, 56MM valves 
fill from half pint to half gallon oblongs. 
Write or telephone IDEAL DAIRY SUP- 
PLIES, 4933 W. Fullerton Avenue, Chi- 
cago, Illinois. Telephone NAtional 2-4652. 

2-M-60 

FOR SALE: Mojonnier Triple Effect 
EVAPORATOR with Finishing Pan and 
Preheaters handled 16,000 lb/hr. of skim 
to 42% solids; Harris Double Effect Milk 
EVAPORATOR with Condenser, Jets, 
Pumps—handled 16,500 Ib/hr. of skim to 
42% solids. Write to: BEST EQUIPMENT 
COMPANY, 1737 W. Howard Street, Chi- 
cago 26, Illinois. AMbassador 2-1452 
2-M-60 





FOR SALE: 1—3000 gallon, two com 
partment, single axle TRAILER. 1—4150 
gallon Heil Tandem Milk TRAILER. Write 
to: HACKETT TANK COMPANY, 541 
South Tenth Street, Kansas City, Kansas 
MAyfair 1-2363. 2-M-60 





SPECIALS—No. 334 and No. 176 Canco 
Filling MACHINES immediate delivery 
Also No. 75 Canco MACHINE; Cherry 
Burrell Canco FILLER: Edlo Twin Pak 
MACHINE for Canco Containers; 2-65 H.P 
Liberty BOILERS W. T. 150 lb. W. P 
Gas Fired; Jensen Cabinet COOLER 6-36 
tube wings; 30 and 50 H.P. Clayton BOIL- 
ERS; Doering Hand Tub Butter CUTTER; 
1000 lb. Doering Butter PRINTER: Morpac 
% Ib. Butter WRAPPER 

WE FLY TO BUY 
LESTER KEHOE MACHINERY CORP 
2581 Richmond Terrace 
Staten Island 3, New York 
Gibraltar 7-3410 
2-M-60 





EQUIPMENT FOR SALE 


FOR SALE: 150 gallon Stoelting and 200 
gallon Damrow round PASTEURIZERS, 
Bagby Ice Cream Package FILLER, 10,000 
pound York plate PASTEURIZER, 25,000 
pound York plate PASTEURIZER with 
flow diversion valve. Write to: LAKE TO 
LAKE DAIRY, Kiel, Wisconsin. 2-M-60 


Two 6%x6% York COMPRESSORS, com- 
plete with I. T. Condenser and Receiver. 
One Cleaver Brooks 50 H.P. low pressure 
BOILER and feed water system. One 
Niagara Water COOLER No. 2160. One 
6x6 Deming PUMP with motor. One Ken 
dall Lamar WASHER 12 C.P.M. One 
Junior Cabinet COOLER. One % H.P. 
Fairbanks Jet PUMP. 500 lb. Weigh CAN, 
1000 lb. Drop TANK. One 300 gallon Drop 
TANK. Fairbanks Scale. One Mojonnier 
S.S. Cabinet COOLER 12 over 24 Sweet 
Water or Brine and Direct Expansion. All 
above priced for quick sale. Write to: L. L. 
CHAFFEE, Morrisville, Vermont. 2-M-60 

FOR SALE: MILK TANK TRAILERS 
1—3500 gallon stainless steel inside 
painted outside, tandems, list Class. 2— 
2500 gallon stainless steel inside, single 
axle; fair shape; good rubber. 1—1000 
gallon Oblong Holding TANK; new stain- 
less steel inside; painted outside; not re- 
frigerated. Write to: DAIRY SERVICE 
AND MFG., INC., 2115 South 4th Street, 
St. Louis 4, Missouri 2-M-60 

FOR SALE: Cheese VATS—Two seven 
teen thousand pound, two fifteen thousand 
pound, two thirteen thousand pound. Write 
to: LAKE TO LAKE DAIRY, Kiel, Wis- 
consin 2-M-60 


FOR SALE: 2500 gallon Milk Storage 
TANK, Grade A storage approved, 8.58. 
Steel Lined, insulated, complete with agi 
tator—$2500. 2—300 gallon S.S. Steel com- 
plete VATS with paddle agitators for 
Grade A pasteurization—$200 each. 1500 
lb. Vane CHURN complete with switch 
$300. Can be seen at the LODI CREAM- 
ERY, Lodi, Wisconsin. Contact Markgraf 
Ford Garage in Lodi for inspection. 2-M-60 





USED CASES FOR SALE: (Used Wooden 
CASES.) 24 Tall Square % pints. 30 
tound % pints. 20 Square Pints. 12 Square 
Quarts. 6 Square % Gallons. 20 Paper 
Quarts USED WIRE CASES 30 Tall 
Square % Pints 12 Square Quarts 6 
Square % gallons. 24 Paper Quarts. Wood 
en Cases Can Be Overbranded With your 
Name. STUART W. JOHNSON & COM 
PANY, 611 Main Street Lake Geneva 
Wisconsin 2-M-60 
FOR SALE—STAINLESS STEEL MILK 
PREHEATERS 





Harris No. 32-10 18,000 lb/hr. 
Peebles No, 94-6 28,000 Ib/hr 
Ste-Vac SV-No 40 40,000 lb/hr 
Mojonnier No. 40-10 24,000 Ib/hr 
Mojonnier No. 56-10 33,000 lb/hr 
Mojonnier No. 96-10 53,000 lb/hr 


Write to: BEST EQUIPMENT COM 
PANY, 1737 W. Howard Street, Chicago 
26, Illinois. AMbassador 2-1452 2-M-60 

FOR SALE: Jr. VACREATOR; 3—1500 
lb. CHURNS; 3-500 gallon Holding VATS; 
2—500 gallon FOREWARMERS; 62” Buflo- 
vak Double Drum Milk DRYER. Write to: 
PAUL A. SCHULZE COMPANY, 8St. 
Louis, Missouri 2-M-60 


FOR SALE: ILLINI SOUR CREAM 
COAGULATOR. Made especially to give 
smooth velvety texture, HEAVY VIS- 
COSITY, fine natural flavor and aroma. 
INCREASE SALES WITH THIS FINE 
PRODUCT. Instructions for producing the 
finest sour cream included with each order. 
Packed- Pints- Quarts- Gallons. Order a 
supply today and start making the best 
SOUR CREAM obtainable. ZEIGLER & 
SON, Box 253, 1530 E. 27th St., Topeka, 
Kans. 2-M-60 

BOILERS: HIGH PRESSURE. We 
Carry a large selection of ASME National 
Board high pressure boilers, gas, oil and 
coal fired, ranging from 10 to 1,000 h.p. 
Each guaranteed in excellent condition. 
Sale sheet and complete data sent upon 
request. Write te: WABASH POWER 
EQUIPMENT COMPANY, 9750 Skokie 
Bivd., Chicago, (Skokie), Mlinois. 2-M-60 

FOR SALE: Cheese PRESSES—three 
Damrow hydraulic 26 foot, two Stoelting 
28 foot. one Damrow 22 foot. one Stoelt- 


ing 20 foot. Write to: LAKE TO LAKE 
DAIRY. Kiel, Wisconsin 2-M-60 











EQUIPMENT FOR SALE 





FOR SALE: Mojonnier Cabinet COOLER, 
four wings, thirty six tubes high. Can be 
increased to eight wings, also includes 
controls. One C. P. Ice MACHINE, 8x8 
with 30 H.P. Motor, V Belts and Pulley. 
One 0 -300 lb. Mercoid. Write to: L. L. 
CHAFFEE, Morrisville, Vermont. 2-M-60 





FOR SALE: Seven, direct draw Sani 
Shake, Milk Shake MACHINES, Mfg’d. by 
General Equipment Company. All stain- 
less steel, 2 years old, in excellent condi- 
tion. Six Upright Models, One Counter 
Model. Priced to sell. Write to: TRIANGLE 
DAIRY, 3310 Gekeler Lane, Boise, Idaho. 

2-M-60 








FOR SALE: Coil PANS, stainless steel 
5’ and 6’ pans all in good condition. Write 
to: HENSZEY COMPANY, INC., Water- 
town, Wisconsin. 2-M-60 








FOR SALE: Used Heil Pickup TANKS 
in all sizes from 1,500 gallon up. Both 
truck-mounted and trailerized available. 
Some units complete with Trucks. Write 
to: STUART W. JOHNSON & COMPANY, 











Lake Geneva, Wisconsin. 2-M-60 
TRUCKS FOR SALE 
USED DIVCOS: Immediate Delivery. 


Some reconditioned and some in ‘‘as is’’ 
condition. ALSO OTHER MAKES, IN- 
CLUDING PANELS. Write or phone for 
complete listing. Write to: DETROIT 
DIVCO TRUCK SALES, INC., 10340 
Grand River, Detroit 4, Michigan. Phone: 
WEbster 3-0906. 2-M-60 








EQUIPMENT WANTED 


WANTED: 1—Farm Pickup TANK, 
about 2000 gallon. Square gallon milk 
JUGS with P. 38MM tops and milk crates 
for same. Wire Ice Cream Storage RACKS, 
inside measurements about 40%” long, 
8%” wide, 8” deep. Write to: Box 3. 
2-M-60 

WANTED: 750 to 1000 gallon Ref. Vert. 
mix Storage TANKS; 500 gallon mix PAS- 
TEURIZER stainless in and out; 1000 gal- 
lon to 3500 gallon horizontal Ref. Storage 
TANKS stainless inside. All of the above 
with Agitators and possible set up for in- 
place cleaning. Used Stainless steel pipe. 
Also 30’ to 35’ Ice Cream Trailer self 
contained Ref. Give description, age, con- 
dition, and price. Reply to: SOUTHERN 
ICE CREAM COMPANY, 814 Independence 
Avenue, Kansas City 6, Missouri. 2-M-60 





WANTED TO BUY: 6 Volt HEATERS 
for truck cabs. Interested in new and 
good used heaters. Write to: Box 12. 

2-M-60 


WANTED TO BUY: Used Wire CASES 
To Hold 12 Round Quarts. Advise Quantity 
and Price First Letter. Write to: Box 13. 

2-M-60 


WILL BUY: 5 and 10 gallon used Milk 
CANS. Contact SPRINGFIELD CAN COM- 











EQUIPMENT WANTED 





WANTED—CRATES for % gallon Pure 
Pak straight side containers. Price, make 
and size. Write to: Box 34. 2-M-60 





WANTED—Overwrap MACHINE for one 
pound and quarter pound butter. State age, 
Serial Number, and lowest price. Write to: 
LEVEL VALLEY DAIRY, West Bend, 
Wisconsin. 2-M-60 


“WANTED: Fully Refrigerated Ice 
Cream TRUCKS; bodies of 1200 gallon 
capacity or more; must have self-contained 
units on trucks; send photo, truck model, 
body year and price.’’ Write to: Box 32, 

2-M-60 


WANTED TO BUY: Used Processing 
EQUIPMENT. Used BOTTLES and CASES. 
Please send full details in first letter. 
Write to: Box 22. 2-M-60 

HOOD DISPENSERS and SEALING 
HEADS, new or used made by Basca Manu- 
facturing Co., for Econ-O-Seal hoeds or 
by Aluminum Co., of America for D. M. 
hoods or by Mid-West for Aluma Sea! 
Hoods. State hood size. Write to: Box 23. 
2-M-60 








WANTED: Good Used Wire or Wood 
CASES. Write to: Box 24. 2-M-60 


WANTED—Milk Storage TANKS, Truck 
TANKS, HOTWELLS, Processing VATS, 
Roll DRYERS, Spray DRYERS, EVAPOR- 
ATORS. Complete Milk Plants. Write to: 
Box 25. 2-M-60 











DECAL TRANSFERS 


TRUCK LETTERING AND TRADE- 
MARK DECALS made for trucks and 
store advertising. Easily applied, economi- 
cal, in small or large needs. Write for 
catalog. MATHEWS COMPANY, 827 So. 
Harvey, Oak Park, Illinois. 2-M-60 








BUSINESS OPPORTUNITIES 





Manufacturer of AA Grade Butter is 
interested in securing Sales Outlets for 
quarter-pound and pattie butter. Year 
round supply of fresh butter available to 
be printed under your name. Contact Box 
1 


5. 2-M-60 








SERVICES 





PRINTING FOR THE MILK INDUS- 
TRY—Printed Forms, Systems, Snap Sets, 
Route Sheets, Bills, Statements, Tags, 
Collection Books Etc, Free Catalogs and 
Actual Samples Business Forms. Write to: 
Box 502, Great Neck, New York. 2-M-60 





PROFESSIONAL SERVICES — LABO- 
RATORY SERVICES FOR THE DAIRY 
AND FOOD INDUSTRIES — Vitamin as- 
says—Research and Development—Toxicity 
Testing — Evaluations — Consultation — 
Bacteriological Studies — Analyses — 
Pharmacological and Biochemical Technics. 
Write to: HARRIS LABORATORIES, 








SERVICES 


SANITARY VALVES—REBUILT WITH 
STAINLESS steel for a fraction of the 
cost of new. Write to: BADGER VALVE 
REBUILDING COMPANY, Withee, Wis- 
consin. 2-M-60 








COST REDUCTION — FLEET AND 
DELIVERY INQUIRIES INVITED. R. P. 
BOWLER ASSOCIATES, INC. TRANS- 
PORTATION CONSULTANTS, 2279 HEMP- 
STEAD TURNPIKE, EAST MEADOW, 
LONG ISLAND, NEW YORK, PERSHING 
1-4027. 2-M-60 








SCALE REPAIRING: We repair Torsion 
Balances and all other makes of cream 
test and moisture test scales. All work 
guaranteed. Write to: CREAM CITY 
SCALE COMPANY, 1608 West Claybourn 
Street, Milwaukee, Wisconsin 2-M-60 

SALESBOOKS FOR MI'".K DISTRIBU- 
TORS—Send sample set id amount re- 
quired for prices and iree steel ruler; 
CARBONIZED BACK books our specialty. 
Write CITY SALESBOOK COMPANY, 15 
Park Row, New York, New York. 2-M-60 


SANITARY VALVES REBUILT FOR 
A FRACTION OF THE COST OF A NEW 
VALVE. PROMPT SERVICE. SATISFAC- 
TION GUARANTEED. STUART W. JOHN- 
SON & COMPANY, LAKE GENEVA, 
WISCONSIN. 2-M-60 








HELP WANTED 





SALES MANAGER—LEADING MANU- 
FACTURER OF DETERGENTS AND 
SANITIZERS SELLING ON NATIONAL 
BASIS SEEKS QUALIFIED MAN TO 
ASSUME COMPLETE RESPONSIBILITY 
OF SALES PROGRAM. MUST BE STRONG 
ON SALES TRAINING AND PROMOTION. 
THE RIGHT MAN WILL RECEIVE 
ATTRACTIVE SALARY, BONUS AND 
LIBERAL STOCK OPTION. WRITE IN 
CONFIDENCE GIVING COMPLETE RES 
UME. PERSONAL INTERVIEW WILL 
BE ARRANGED FOR ALL QUALIFIED 
PROSPECTS. REPLY TO BOX 28. 2-M-60 








“PLANT SUPERINTENDENT— EXPE 
RIENCED TO TAKE CHARGE OF PROC 
ESSING AND PACKAGING OF MILK 
AND ICE CREAM.’’ Write to: Box 16. 


F. C. BOOKKEEPER; We are looking 
for a man, qualified in Milk Bookkeeping 
who can take charge of a five girl office. 
Up to date office located in North Jersey 
—$125 weekly plus benefits. Write to: 


Box 17. 2-M-60 

NORRIS DISPENSERS, INC has an 
attractive opening in Ohio for District 
Sales Manager. Exclusive territory for full 


line, immediate earnings, high potential 
Please send picture or snapshot with full 
resume to L. C. AUSTIN, 2720 LYNDALE 
AVENUE SOUTH, MINNEAPOLIS &, 
MINNESOTA 2-M-60 


GOOD SIDE LINE FOR SALES REP 
RESENTATIVES now calling on Bakery 
Ice Cream or Confectionery field. Choco 
late Nut Bits now selling nationally. Write 
CALIFORNIA CONFECTION COMPANY, 
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PANY, 1050 E. Lynn Street, Springfield, INC., 816 ‘‘P’’ Street, Lincoln 8, Neb- 05 Flint Sta Los Angeles 57, Calif 
Missouri. Jack Simon 2-M-60 raska. 2-M-60 2-M-60 | 
RIDAK SUPREME QUALITY SANITARY PAPER GASKETS AND LAFLEX FIBER GASKETS 
RIDAK GASKETS . . . Reference Table for Ordering New RIDAK Pump Gaskets = 
@ Made by gasket craftsmen. ‘ es 
@ Accurately fabricated. GASKET GASKET SIZE EQUIPMENT USED 
@ Top grade pure manila paper. | NO. O. 0. x |. D. a WAUKESHA 
@ Standard .035” thicknesses. 10BB | 7Vex4ty — 5Vex3ye No. 10BB Pump 7 
25BB 9x6 — 7¥%x4 No. 25BB Pump 
LAFLEX GASKETS ... 25A 8 x5¥2 — 6V4x3% No. 25 Std. Pump 
es . . 55BB 14x92 — 125%x7% No. 55, 100 and 125BB Pump 
ame sizes as Ridak gaskets. 125A 11%ex8Ve — 97/ex6Ve 55, 100 and 125 Std. Pump 
(Use Ridak numbers — specify Laflex). i 466A 64x44 — 5Spex3 No. 10 Std. Pump 
@ Recommended for trouble spots where —_ - — ——$$$—$$_—_<_—__—_—_<_— 
stronger gasket is needed. Reference Table for Ordering Gaskets for Sanitary Fittings 
Sportal sizes -— ye | een o, Fitting Size and Gasket Numbers 
s _ Rats. . ene = “OB 
—- i. GASKET DESCRIPTION LA GD 
i | Flat Seat Fitting Narrow Fl Sie aot aa 1505 | 2005 | 2505 3002 | 4005 
a ey | ined bate Eng estend fons | 1001 | 1501 | 2001 | 2501 | 3001A | 4002 
Bevel Joint Fitting Wide Flange ne, | 1502 | 2002 2502 3001 | 4003 
BOONVILLE MANUFACTURING CORPORATION Boonville, New York B 
ses te 
Write No. 126 on Reader Service Card Wi 
126 American Milk Review Fe 













































































HELP WANTED HELP WANTED HELP WANTED 


Graduate of Dairy Manufacturing and GENERAL SAL ES MANAGER wanted 





MANUFACTURERS’ EP ESENTA- 
or Business Administraton wth 3 to 56 by an independent dairy company—Retail oan E — i a 4 RE! me airs ss 
years experience in milk plant work, who & Wholesale Milk and Wholesale Ice 4 Nationally nown manufacturer 
is willing and able, to work and learn, Cream—Applicant must have A-1 qualifica- has excellent opportunity for Sales Repre« 
all phases of Milk and Ice Cream busi- tions and A-1l experience in the Dairy sentative in protected territories of Kansas 
ness, at ground level, in medium sized Sales Field. This is a new position created lowa, Missouri, Illinois, and part of In 
Dairy Business in Midwest. Must be good to strengthen our sales organization. Please diana, to increase volume to the Dairy and 
at making and following through on —_ — in the first wow. ae Ice Cream trade. Write fully, stating ex 
records. Write to: Box 26. - 2-M-60 ers ce —_— ies perience, lines handled and territory v 

. ered. Write to: Box 20 2-M-60 
OVERSEAS: Company operating Military = . 
Milk Plant in Spain wants all around — 





Dairyman specially experienced in making POSITION WANTED 
COTTAGE CHEESE and BUTTERMILK DPAIRIES INC 

— must be single or go without family. | 

Position starts in 3-4 months. Overseas tax 
advantages. Explain culture experience 


FUTURE IN MILK INDUSTRY: Offering 
\ Cornell background in Dairy Industry 


full Write to: UNITED DAIRY EQUIP- and Marketing; Fluid and Cultured Prod 
j pine COMPANY, WEST CHESTER ucts manufacture and Sales experience 
PENNA : 2-M-60 New York and supervision for U. 8S. Army, 


Denmark and Holland; audit experience 
MARKET ADMINISTRATOR, New York; 
graduate Labor Relations and Management 





MAINTENANCE MAN for Milk Process 
ing Plant. To be responsible for refrigera 
tion, boilers, and general maintenance of 


‘ program, New York University. Write to 
) equipment in a modern Dairy Plant. Great N. ALZEREZ, 2575 Sedgwick Avenue, 
opportunity for qualified man with expand New York, N. Y 2-M-60 


ing company Write to: Box 19 2-M-60 





SALES MANAGER wanted by an 


ig POSITION WANTED: As Production 
gressive independent Dairy Company. 80% 


Manager with progressive company. Wis 


Retail 20° Wholesale, in Chicago area consin Dairy graduate, thorough knowledge 
40 Retail routes plus Wholesale and Job of milk plant supervision, quality control 
bers. Must have good retail ability, A-1 and operating efficiency. Twelve years ex 
character be experienced in Sales and perience. Prefer West or Midwest location. 





Customers contacts. Good salary for quali References. Write to: Box 21 2-M-60 

fied person. Write, give your background ae Be eee. a s 

and references. This position is to relieve Experienced TECHNOLOGIST: Desires 

the General Manager of sales duties. Com ° . ws en 4 - 4 mi: 

ar Siac had rete caaeeeh and needs full “It’s a citation from the position in charge of Quality Control and 

time Sales Manager Write to: Box es -m dairy farmers.” or New Products development Doctorate 
2-M-6 


Degree in Dairy Manufacturing. Extensive 
Dairy and Food Products background 





Man capable to assume responsibility 








for maintenance of boilers, refrigeration ATTENTION! Your ad in this weet wen ms saute 

and processing equipment of Dairy Manu space will bring results. Whether ete ee a ee 

facturing Plant. A very good opportunity you want to buy or sell, these PRODUCTION SUPERVISOR desires 

for a type of man who has the make-up “ . . position. Experienced in all phases of plant 

to be on the management team. Write to: pages will do an effective job for production, quality control and maintenance 

ALDOVIN DAIRY, Tunkhannock Penna you. See rates on page 124. on Dairy Equipment including Pur-Pak 
2-M-60 Write to: Box 35 2-M-60 











Universally Accepted... Universally Used 


DOUBLE TOP RING CASE WITH 
i] A R K E Rn “2 in 1” SHEET METAL CORNERS 
Barker Double Top Ring Cases have proved to buyers the nation over that 
it pays to pay a few pennies more 
per case for construction that returns 
from 6 to 8 years of service. Barker 
double top ring design plus famous 
“2 in 1” sheet metal corners repre- 
sent the most notable advances yet 
No. 118 MP-DTR Double Top Ring Case made in milk carton cases. Here is 
PAT. APPLIED FOR value you cannot duplicate or match 
‘a oe in any other case made. Only the 
— Famous ‘Double Top Ring” with g.,,e, No. 118 MP-DTR affords per. 
_ Double Strength ‘2 in 1°’ Corners ™anent “stay-square” protection - - 
the perfect case for case filling ma- 
chines. Punctured cartons and product 
COTTAGE CHEESE CASES loss is also eliminated. Top ends of 
the vertical wires can’t be bent in- 
For All Sizes of Popular Packages | wardly to cause trouble or injure car- 
Order now for early spring and summer tons. And Barker “2 in 1” FLOATING 
needs. Rugged construction for long life. corners are crash-proof ree they wont No. 611-118 Six Oblong '2 Gallons 
Tell us the size carton you are using and break loose. If aks want to save Stacks with 9—'% Gal. Paper Cases 
we'll gladly send deteils. money on cases, here’s your answer . 
ois . - the Barker No. 118-MD-DTR. TOP or Bottom Stacking 
WITH “STRAIGHT DOWN” JUG INSERTION 


— AR KE Mi Eastern and Mid-Western Factories To Serve You 
BARKER 


EQUIPMENT COMPANY 
Better Engineering Better Cases 260 SEVENTH STREET KEOSAUQUA, IOWA 
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INCENTIVE PLAN 
(Continued from Page 41) 


other type. Undesirable sales may 
be deducted from the point records. 
The decision on what constitutes 
‘desirable’ business rests with the 
dairy.” 


The plan has worked very well. 
Some men have drawn close to 
$150 in bonus money at the end 
of a month. Routes have been built 
up to unusually high levels — one, 
for example, went over 900 points 
before it was split. 


Many incentive plans founder 
when it comes to the point where 
splitting the route is a desirable 
move. The routeman reasons that 
splitting the route deprives him of 
an income that he has worked hard 
to achieve. Many methods have 
been devised to meet this problem, 
some more successful than others. 
At Reiter and Harter, splitting is 
anticipated rather than resisted by 
routemen. When a route is split 
the company pays the routeman the 
difference between the average 
commission for the month preced- 
ing the split and the commissions 
from the part of the split route that 
the routeman continues to serve. 
This amount is decreased by ten 
dollars each month until there is 
no longer any difference. Theoret- 
ically the routeman should more 
than make up the ten dollar decline 
each month in new business pay- 
ments. Thus, if the routeman wants 
to, and most of them do, they are 
in a position to make more money 
by having their route split than by 
maintaining it at a high but static 
level. 


Mr. Allard makes some intriguing 


AMERICANS NOTE DIFFERENCES IN 


QUALITY OF ICE CREAMS 


(Continued from Page 62) 


disliked in those homes (21 per 
cent) where one or more family 
members have stated a definite dis- 
like for some flavor. 


Of those people who sometimes 
eat combined flavors (64 per cent), 
80 per cent prefer a combination 
with vanilla, with 62 per cent pre- 
ferring a vanilla-chocolate combi- 
nation and 48 per cent a vanilla- 
strawberry combination. 
Container Size 

When asked what size container 
of ice cream was preferred if there 
was no price advantage for a larger 
size, 46 per cent chose the half 
gallon, 19 per cent the pint, 15 
per cent the quart, 4 per cent the 
gallon, 16 per cent didn’t know. 

Frozen desserts for home use 
were purchased from supermarkets 
by 51 per cent of the people, in 
smaller food stores by 20 per cent; 
ice cream parlors, 8 per cent; drug 


stores, 6 per cent. The size of the 
purchase corresponded with the 
place of purchase, with the larger 
purchases occurring at the larger 
stores. The fact that most shopping 
was done regularly at a particular 
outlet was the main reason why the 
ice cream was purchased there. 
Brand loyalty became a factor of 
importance only in the specialty 
stores. 


The presence of frozen desserts 
in the home varied by income level, 
this being 63 per cent among the 
upper level families, 42 per cent 
in the middle and 25 per cent in 
the lower. The lack of food freez- 
ing capacity in the home would 
account for a major part of this 
difference. In all cases, however, 
ice cream still constituted 90 per 
cent of the frozen desserts in the 
home. Ice milk was found in 10 
per cent of the upper level homes, 
reflecting the dietary implications 
surrounding this product. 





observations on retail in a strong 
wholesale market. “In a sense,” he 
says, “high store buying is an ad- 
vantage to retail business because 
routemen have a better chance of 
hitting a store customer when they 
ring a door bell. Their most likely 
sales prospect is the store buyer. 
There they have the opportunity 
of switching the prospect to retail 
home delivery by contrasting the 
price plus service aspects of retail 
with the price aspect of store 
buying.” 


“There are some areas where re- 
tail can grow and there are other 


areas where retail will not grow. 
One of the elements in successful 
retail work is to distinguish those 
areas and concentrate the sales 
effort in the territory most likely 
to produce business.” 


Reiter and Harter is the product 
of a merger between Belle Isle 
owned by Fred Harter and Reiter's 
Dairy owned by Harold Reiter. 
The new firm has made an impres- 
sive record in every phase of the 
fluid milk business. The incentive 
plan is an example of the kind of 
creative thinking that permeates 
the organization. 











CUT DELIVERY COSTS 








86c PER DAY RENTS ICS 
PORTABLE STORAGE PLANTS 


Temperature from 32° F. to -20° F. 








Consistently Accurate! 


o - Pe 


















Faulty testing equipment can turn profit 
into loss—fast. Insure now against inaccu- 
racy with this efficient Garver combination. 
1. Garver ‘Super’ Babcock Tester. 
Speed controlled and speed indi- 
cated for extreme accuracy. 
2. Garver ‘‘ovate action” Test 
Bottle Shaker. Thoroughly inte- 
grates test ingredients—saves time 
—eliminates dangerous, haphazard 
hand twirling 

Write today for catalog. 


THE GARVER MANUFACTURING CO. 
Union City, Indiana, U.S.A. 


‘Babcock Tester Manufacturers for Four Decades’ 


Write No. 128b on Reader Service Card 


@ Fewer deliveries 

@ Increased Sales 

@ Eliminate dry-ice cost 

@ 90% less novelty 
breakage 





Self defrosting. Delivered complete 
ready to use. Plug in for power. 


INTERNATIONAL COLD STORAGE 


2307 SOUTH OLIVER WICHITA, KANSAS 
Write No. 128a on Reader Service Card 
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PROGRAM CONTROLLERS 
FOR AUTOMATION 


(Continued from Page 46) 


reproduce a fixed program. Pro- 
gram control regulates a process 
according to a predetermined time 
cycle. Primarily applied to batch 


processes, this type of control 
makes it possible to repeat a pre- 
scribed time-temperature pattern 


with- 
operators.” For 
example, a product is heated to a 


from one batch to the next, 
out attention of 
maintained at 
this temperature for a definite 
period of time, then cooled. The 
rate of heating and the duration 
of the holding period are 


certain temperature, 


varied 
according to the type of product 
involved. Because the 
may be employed with any ele- 


instrument 


ments that can be transduced to 
an electrical effect, other variables, 


such as strain, weight, speed, and 


the like, can be similarly pro- 
gramed. 
Other companies than those 


mentioned above manufacture pro- 
graming equipment for industrial 


automation. If you think some of 
your processes may lend themselves 
to cyclic procedures consult your 
dairy equipment supplier. He will 
be able to advise you and may also 
be able to show you an operation 
such as your own that has been 
converted. 


To be worthwhile, automatic 
control must be able to give you 
savings in time and/or labor or 
both or to offer better product 
quality. The cost of automatic 
equipment is not small. Therefore, 
the financial considerations should 
be thoroughly in the 


beginning. 


understood 


CLEANERS AND SANITIZERS 
(Continued from Page 96) 


use at Cornell there has been no 
noticeable deterioration of lines. 


It should be that the 
source of chlorine has little to do 
with its ability to brighten. Organic 
or inorganic chlorine will do equal 
jobs providing they are combined 
judiciously with the other ingredi- 
ents of a cleaner and provided cer- 


added 


tain incompatible combinations are 
avoided. Combining chlorine from 
various sources with alkalies and 
surfactants has created new prob- 
lems in matters of chlorine activity 
and stability. 


the organic chlorine 
compounds have the disturbing 
possibility of rapid, heat-producing 
reactions with some of the common 
components of dairy cleaners. They 
must not be mixed with carbonates 


Some of 


or ammonium compounds, includ- 
ing amines. Hydrated salts will also 
decrease the stability. 
are not compatible with these or- 
ganic chlorines; 


Nonionics 
anionics are gen- 
erally compatible but do affect sta- 
bility. Ordinarily the change in 
chlorine content of compound con- 
taining an organic chlorine in the 
presence of an anionic occurs very 
rapidly, a sharp initial drop then 
leveling off, indicating some oxida- 
tion of the surfactant. An 
mally 


abnor- 
during 
chlorine titration on such mixtures 


indistinct endpoint 


suggests the possibility of the for- 
mation of a chlorophor similar to 


the iodophors. 





“Our Ads in Your Publication 


Received Numerous Replies 


Saved Hundreds of Dollars by 
Buying Good Used Equipment.” 


for another classified ad in AMERICAN MILK REV 


AMR exclusively offers the most complete coverage of the milk 
the owners, 
and other buying executives in every fluid milk plant with 4 or 


and milk products industries and reaches 


more delivery routes. 


Whether you want to no 3 or sell, 
job effectively. See information at 
CLASSIFIED OPPORTUNITIES SECTION. 





AMERICAN MILK REVIEW 


NEW YORK 7, N. Y 


92 WARREN STREET 


folate, 


- writes the owner of a New York dairy when getocing copy 
IEW 


use these pages to help do the 
the beginning of the 


We Have 


managers 





Achieving uniformity in 
fermented milk products 


FLAV-O-LAC FLAKES | 


By using the Dairy Laboratories system 


“‘Numbered Blends” you’re insured complete success in 
every batch. Highest quality fresh culture every week keeps 
aroma, body and flavor uniform in all fermented milk 
products. 





Branches: New York «+ 


Write No. Reader 


129b on 
February, 1960 


Service Card 


Write for details in the Culture Booklet. 

THE DAIRY LABORATORIES 
Philadelphia 3, Pennsylvania 

Washington, D.C. 





of 





writes Mrs. Kenneth Gethicker, Ravison, 


Cabinets makes a big hit with customers 





It keeps my milk and other dairy products 
free from breakage by children and animals 


It is well constructed and designed 
in aluminum B 


Using Muckle leather gra 


fel an ae Mn ©) 
er ifers 


Can't rust will not warp 


felt itae) lel mhigeli Md -tehiill ae tiles 


cabinets two or three 


it's fe felere| publi faci tehilelats t 
MUCKLE BOTTLE CABINETS. Ask y 
supply salesmon for illustr 


and low prices, or write us today 


MANUFACTURING CO. 


Owatonna !2 Minnesota 


Write No. 1296 on Reader 


Michigar 


everywhere 


sted bulletir 


Service Cord 
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READER 
INFORMATION 
sew SERVICE 


This Section is Designed as a 





Special Service to the Purchasing 
Executives of Milk and Milk Products Plants 


: Additional data is yours for the asking on dairy 
equipment, materials, services or methods described 
or advertised in this issue of American Milk Review. 


® 1. Decide on which items you 3. Write in corresponding 
want more data. numbers on the card. 


2. Each Spotlightitem,andeach 4. Sign the card and mail. 
display ad has a number. No postage required. 


5. American MILK Review will have the manufacturer fill 
your request. 


Se ee 
USE THIS 
HANDY WAY 
TO 


SUBSCRIBE FOR 


PERSONAL COPIES 
OF / 


_ AMERICAN MILK REVIEW 


i - a few minutes a month, spent with your personal copy 
will bring you. . . 





- Up-to-date on cost-cutting, sales building ideas; 


° +» the latest engineering, transportation, law and labor rela- 
tions information. 


- In brief — you'll always know what's going on in the 
fluid milk and milk products industries —if you... 






Mail this Postpaid Card Today! 





send me AMERICAN MILK REVIEW 


Yes for the period checked 
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z 
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° 
Vv 





ADDRESS 


[] 1 Year $3.00 
Pan-American —1 year $4. [)) 


[] 2 Years $5.00 
(Foreign —1 year $5. [1] 


— 




















Deo Not Use This Card after April 15, 1960 
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Company 


Company Address 


State 


Zone.... 


Cey .... 


[) Send to my home address: 


Address 


State 


Zone 


City 


Bill my company [(] 


ee 


Bill me [] 


Check enclosed [] 
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BUSINESS REPLY CARD 


Neo Postage Stamp Necessary if Mailed in the United States 
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American MILK Review 


92 Warren Street 


92 Warren Street 


New York 7, N. Y. 


Reader's Service Dept. 


New York 7, N. Y. 


Subscription Dept. 
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READER 
INFORMATION 
SERVICE 


This Section is Designed as a 
Special Service to the Purchasing 
Executives of Milk and Milk Products Plants 


REVIEW 


Additional data is yours for the asking on dairy 
equipment, materials, services or methods described 
or advertised in this issue of American Milk Review. 


3. Write in corresponding 
numbers on the card. 


1. Decide on which items you 
want more data. 


2. Each Spotlight item, and each 
display ad has a number. 


4. Sign the card and mail. 
No postage required. 


5. American MILK Review will have the manufacturer fill 
your request. 


ee 
USE THIS 
HANDY WAY 


TO 


SUBSCRIBE FOR 


PERSONAL COPIES 
OF 


AMERICAN MILK REVIEW 


. a few minutes a month, spent with your personal copy 
will bring you... 


. Up-to-date on cost-cutting, sales building ideas; 


. the latest engineering, transportation, law and labor relo- 
tions information. 


. . In brief — you'll always know what's going on in the 
fluid milk and milk products industries — if you .. . 


Mail this Postpaid Card Today! 
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ONLY ONE 
DOOR TO OPEN 


e faster pickup and go 
* protects you from the elements 
* opens everything to easy reach 


exclusive Progress 
overhead door... 


Custom engineered for milk haulers, these farm pickup trucks 
mean time saved through exclusive PROGRESS design fea- 
tures ... plus, rugged construction that insures seven-day-week 
trouble-free service. Regardless of your particular require- 
ments, single unit or fleet, try PROGRESS. 


so easy to open: 


New counter-balanced spring 
action door gives quick, easy 
access fo the pump-out com- 
partment. 





plus features: 
MANUFACTURING COMPANY 





la- 


the 










e Stainless steel cover ----me 


ARTHUR, ILLINOIS 
for spring area ~ 


* Stainless steel cover ~--.—-DLIaae ball, 
for motor compartment | —s 


Write for free issues of 


e Stainless steel strip ~--- “The Connecting Link’’. . . 


for bumper and 
hose protection 
Write No. 133 on Reader Service Card 
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Get the right tank 
for your need— 





Suy a 


@ 


handles all products— 
heats, cools, 
pasteurizes 


MULTI-PROCESS TANKS CP SERIES 40—Bulletin B-225 


stainless steel pressure 
zones put heat or cold 
where you need it 


direct expansion 
“dual-purpose” 
cooling jacket 


DUAL-WALL TANKS CP SERIES 70—Bulletin B-1235 


PROCESSING TANK 


**Job-Engineered”’ 
Wide Capacity Range 


Production Designed 


Whether you heat, cool, mix, pasteurize... 
using hot water, steam, city water, chilled 
water, or direct expansion cooling—you can 
get the right processing tank for your need 


when you buy a Creamery Package Tank. 


CP makes 7 styles, 50 to 2000 gallons 


capacities to meet every need. 


SEE YOUR CP REPRESENTATIVE—or write for Bulletins 


" Ceca ve 
Package MFG. COMPANY 


General and Export Offices: 
1243 W. Washington Bivd., Chicago 7, Illinois 


Branches In 23 Principal Cities 


CREAMERY PACKAGE MFG. CO. OF CANADA, LTD. 
Toronto 2B, Ontario 


for fast refrigerated 
cooling, holding, 
aging, etc. 


- COLD-HOLD TANKS CP SERIES 80—Bulletin B-1168 


for steam, hot water 
heating to 250° F.— 
cooling to 40° F. by city 
or refrigerated water 


VACUUM PRESSURE TANKS CP SERIES 90—Bulletin B-1303 


for spray cleaning, 
utilizing basic CP Series 
40, 60, 70, 80 Tanks 


ATMOSPHERIC DOME TOP TANKS CP SERIES ADT— 
Bulletin B-1435 


for surge, balance, 
blending, intermediate 
holding, ingredient 
accumulation 


CP SINGLE SHELL TANKS SANITARY STAINLESS STEEL— 
Bulletin B-1468 


All tanks available with a variety of agitators when mixing is required. 





